htt 


CHICAGO 


PUBLISHED 
WEEKLY at 100 
E. OHIO ST. 
DEL. 1337 


py 


dvertising Ag 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Entered as second-class matter Jan. 9, 1932 at the postoffice at Chicago, Ill., under the act of March 3, 1879. 


NEWT¥YORK 


330 WEST 
FORTY- 
SECOND ST. 
BR. 9-6432 - 


Vol 9, No. 13 


March 28, 1938 


5 Cents a Copy, $1 a Year 


Rough Proofs 


Eighty-eight per cent of the women, 
Ladies’ Home Journal reports, believe 
they should have independent house- 
hold allowances. The next problem 
will be to provide independent allow- 
ances for the men. 


S B. 


Investigating the legibility of vari- 
ous type faces for publications, Jn- 
land Printer seems to be tackling 
the difficult job of convincing produc- 
tion men and art editors that after 
all type is made to be read. 


"7" 


All the new advertising regulations 
mean is that the Federal Trade Com- 
mission will have one more hair 
brush with which to give business 
men a spanking. 


a Af 


Advertisers are going after the 
child market through class room ma- 
terial, but it will take a few years 
to find out if the students learned 
their lessons properly. 


7, 7 7 


What has become of the old fash- 
ioned baseball player whose chief 
ambition was to hit the Bull Durham 
sign on the left field fence? 


.->.-F 


Eddie Cantor is going to devote 
his talents to the promotion of Camel 
cigarets. Is it possible that the un- 
grateful citizens of Texaco Town re- 
fused to re-elect their famons mayor? 


vv¥eessy 


Those automobile salesmen in Jop- 
lin, Mo., who got on the air to pro- 
mote used car week merely wanted 
to prove how easy this advertising 
racket is, anyway. 


, + 


What the Governor of Michigan 
said to the Governor of Indiana was 
merely that sometimes it’s a long 
state line between drinks. 


>, F 
More and more radio advertisers 
seem to be adopting the argument 
that if the audience likes the show, 
it should be willing to express its 
appreciation with a purchase. 


7, VF F¥ 
If this is good salesmanship, there 
is no reason why the advertiser who 
uses handsome four-color plates in 
magazines shouldn’t remind the cus- 
tomers of all the scenery they are 
getting practically without charge. 


7, F F 

This trend destroys the analogy 
which has become so popular—that 
the radio advertiser is like a guest 
within the family circle. 

But no guest would be boorish 
enough to demand pay for his contri- 
bution to the evening’s entertain- 
ment. 

, - & 


The Federal Communications Com- 
Mission is preparing to investigate 
alleged radio monopoly, but it needn’t 
Worry about that as long as listeners 


retain the inalienable right of turn- 
ing the dial. 


7 = ¥ 


Arthur Tatham’s suggestion that 
an advertising manager be first of 

& good business man wasn’t in- 
ended to discourage those workers 
ithe vineyard who hope to be classi- 
€d as creative artists. 


7 = YF 


Pen recession may turn out to be 
*rely a little delay in placing or- 
*ts for that new Easter millinery. 


Copy Cups. 


FTC BOTH JUDGE 
AND PROSECUTOR 
UNDER NEW LAW 


Veteran Attorney Explains the 
New Procedure 


Bill Becomes Law 
Washington, D. C., March 22.— 
The Wheeler-Lea amendment to 
the Federal Trade Commission Act 
was signed by President Roosevelt 
yesterday. All provisions take ef- 
fect immediately, with the excep- 
tion of Section 14, “Penalty If Com- 
modity Is Injurious to Health,” 

which is operative in 60 days. 


Chicago, March 24.—The Wheeler- 
Lea bill definitely relieves the Fed- 
eral Trade Commission of the nec- 
essity of proving existence of 
competition and injury to a com- 
petitor, Earl J. Kolb, member of the 
Chicago bar, and specialist in FTC 
legislation, said today in interpreting 
the new law for advertisers. 

Prior to the passage of the amend- 
ment to the FTC Act, Mr. Kolb 
pointed out, the basic law provided, 
“Unfair methods of competition in 
commerce are hereby declared un- 
lawful.” Courts repeatedly held that 
the Commiss'un 1iust prove the ex- 
istence of competition and injury. 

This wording has been changed to 
read, “Unfair methods of competition 
in commerce and unfair or deceptive 
acts or practices in commerce are 
hereby declared unlawful.” The 
Commission may now avoid compli- 

(Continued on Page 29) 


Three Stores 
Raise Bids in 
Book Price War 


New York, March 24.—Following 
the lead of R. H. Macy & Co. in es- 
tablishing a “book club,” reported in 
ADVERTISING AGE last week, three 
other large department stores this 
week offered consumers a similar ar- 
rangement with “dividends” stepped 
up to 30 per cent on each purchase 
of four books. Macy’s immediately 
raised its own ante from the original 
rebate of 25 per cent. The stores 
now operating the plan are Gimbel’s, 
Bloomingdale’s, Loeser’s and Abra- 
ham & Straus. 

Meanwhile book publishers and 
booksellers met to discuss the legal- 
ity of the new “clubs” under the 
terms of fair trade contracts now in 
effect. No decision was reached as 
to what action, if any, will be taken 
to curb what some observers believe 
is a flagrant violation of fair trade 
contracts by department stores. 
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DON COLVIN GETS A 
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PACKAGING TROPHY 


Irwin D. Wolf (right), vice-president, Kaufmann Department stores, Pittsburgh, 
presented the Wolf award for packaging excellence, won this year by the new 
carton and cleaning ensemble kit of the Hoover Company, to D. K. Colvin, 
Hoover advertising manager, at a luncheon session of the American Management 


Association's packaging 


conference in Chicago. 


Power To Talk Held 


Essential in Package 


( Additional Stories on Pages 6 and 25) 


Chicago, Y.ureh 24.- -Assertivg that 
packages can and should “talk,” Ir- 
win D. Wolf, vice-president of Kauf- 
mann Department Stores, Pittsburgh, 
yesterday told the packaging confer- 
ence of the American Management 
Association here that the kind of 
package and label information most 
desired by consumers is that dealing 
with the product’s use. 

Mr. Wolf’s address featured a 
luncheon session during which his 
Irwin D. Wolf Trophy was awarded 
to D. K. Colvin, advertising manager 
of the Hoover Company, for its prize 
winning carton. Winners in other 
packaging groups also_ received 
awards. 

Packaging experts to address other 
conference sessions included Roland 
L. Baum, United Drug Company, 
Boston, and F. D. Gonda, vice-presi- 
dent, Einson-Freeman Company, New 
York. 

Remembered for his last year’s 
address at this conference when he 
used the story of “Snow White and 

(Continued on Page 26) 


Shredded Wheat 


Copy Imprinted 
on Berry Boxes 


New York, March 24.—Carrying its 
long plugged suggestion “to serve 
Shredded Wheat and berries” one 
step further, National Biscuit Com- 
pany has had the idea imprinted on 
the sides of paper boxes carrying the 
berries from the Southland to the 
Eastern consumer markets, it was 
revealed here this week. 

Considered to be the first advertis- 
ing of its particular kind, the “copy,” 
printed in bright red and green, in- 
cludes a reproduction of a Shredded 
Wheat package. According to C. R. 
O’Brien, assistant advertising mana- 
ger, the company is committed to pay 
for the advertising only on boxes 
actually used by the growers, who 
are reported to be willing buyers of 
the “NBC” boxes for the added ad- 
vertising they afford to the berries. 


Last Minute News Flashes 


ANA Picks May 4-6 for Its Spring Meeting 
New York, March 25.—The Association of National Advertisers will 
hold its spring meeting at Westchester Country Club, Rye, N. Y., May 4-6. 
The meeting will be confined to members and no guests will be invited. 


Schlitz Account Goes to Needham, Louis & Brorby 


Milwaukee, March 25.—Jos. Schlitz Brewing Company today placed its 
advertising account with Needham, Louis & Brorby, Chicago, effective at 


once, 


Corpe Resigns as Buick Advertising Manager 
Flint, Mich., March 25——Thomas H. Corpe resigned as director of ad- 
vertising and sales promotion for Buick Motor Division, General Motors 


Corporation, today, following his return from Florida. 


been appointed. 


No successor has 


Van Der Zee Promoted to New Chrysler Post 
Detroit, March 25.—A. Van Der Zee, who has been vice-president and 
general sales manager of Dodge Division, Chrysler Corporation, today was 
appointed to the newly created position of vice-president of the corpora- 
tion in charge of development of passenger and commercial car sales, with 


supervision over dealer relations. 


MANUFACTURERS 
OF FOOD SWING 
TO FAIR TRADE 


Super Markets, Recession, 
Demoralized Prices 


New York, March 24.—Despite 
their basic objections to price-fixing, 
food manufacturers are now study- 
ing the possibility of using fair trade 
acts in certain markets where price 
cutting is particularly severe at pres- 
ent, according to Paul §S. Willis, 
president, Associated Grocery Manu- 
facturers of America, Inc. 

Emphasizing the competitive di- 
lemma in which the food industry 
finds itself, Mr. Willis presented his 
views on the current status of price 
maintenance in a symposium spon- 
sored by the Sales Executives Club 
of New York. Others who partici- 
pated were Raoul D. Keim, vice-presi- 
dent, E. R. Squibb & Sons; Dr. Paul 
H. Nystrom, president of the club 
and head of Limited Price Variety 
Stores Association; and William H. 
Ingersoll, marketing counselor and 
fair trade pioneer. 


An Expedient Only 


The fact that food manufacturers 
may he ferced- to erlist the aid «ot 
fair trade laws, Mr. Willis explained, 
“does not mean that we have changed 
our attitude toward fair trade acts; 
but it means that in the absence of 
any other legal measures we might 
use the acts as an expedient. 

“We do not believe in price-fixing,” 
he continued, “but we are of the opin- 
ion that we should have a law in 
each state which will establish a floor 
price below which dealers cannot 
legally sell—a law patterned after 
the model bill which the National 
Food and Grocery Conference Com- 
mittee recently prepared. It is a 
simple bill which fixes the floor price 
at invoice cost or replacement, which- 
ever is lower. Such a law would pre- 
vent any dealer from selling at prices 
below invoice cost, while at the same 
time all dealers retain their full op- 
portunity to benefit from efficiency 
in the operation of their businesses.” 

The prevalence of price-cutting in 
most of the major markets through- 
out the country, termed by Mr. Willis 
“the worst ever experienced,” is 
blamed on important distribution 
changes, particularly the rapid 
growth of super-markets and the con- 
sequent diversion of volume from ex- 
isting distributors, together with gen- 
eral reduction of volume due to the 
recession. 


Defends Fair Trade 


Mr. Keim defended fair trade laws 
on the grounds that they stabilize 
prices, protect small dealers and en- 
able the manufacturer to protect the 
good will asset of his brand name. 
He assailed the accuracy of reports 
that the Federal Trade Commission 
has found that fair trade contracts 
have increased prices, pointing out 
that the Commission has not yet com- 
pleted its investigation. Since 1933, 
he said, operation under California’s 
fair trade act has resulted in an av- 
erage resale price reduction of 23.9 
per cent on 41 different sizes of 59 
different drug products. 

Dr. Nystrom referred to the price 
maintenance movement as indicative 
of an increasingly serious. trend 
toward regulatory control of business 
by statute. He predicted the accel- 
eration of this trend with “birth con- 
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trol” over establishment of new en- 
terprises an impending threat. Fair 
trade legislation, he declared, should 
be judged on the basis of its ability 
to “serve the best interests of the 
greatest number.” 

Mr. Ingersoll took issue with Mr. 
Willis’ proposal in favor of “stop- 
loss” legislation, holding that the 
latter is preferred by large operators 
because “the big pocketbook” is al- 
ways advantageous. The only equit- 
able method of combatting price cut- 
ting, he declared, is through fair 
trade laws. He emphasized the basic 
purpose of price maintenance as a de- 
vice to protect the small independent 
business man. 


Treesweet to Morgan 


Treesweet Products Company, 
Santa Ana, Cal., has appointed Ray- 
mond R. Morgan Company, Los An- 
geles, to direct advertising of its 
canned orange juice, canned lemon 


juice and orange butter. Radio will 
be used. 
WSM Promotes State 


As its share in promoting Tennes- 
see, Station WSM, Nashville, is giv- 
ing 15 minutes of its Saturday night 
“Grand Ole Opry” programs to secure 


national distribution for a 24-page 
color brochure advertising attrac- 


tions of the state. 


| geographical groups, 


ADVERTISING OF 
COMMUNITIES TO 
JUMP THIS YEAR 


New York, March 24.—A _ phe- 
nomenal rise was indicated here to- 
day in the number of states and 
communities throughout the country 
which have launched their cam- 
paigns or are contemplating adver- 
tising and promotion budgets this 
year to attract new industries and 
tourist trade. According to the finc- 
ings of a nation-wide survey just 
completed by Lord & Thomas for Mc- 
Graw-Hill Publishing Company, 27 
states, 32 counties or sections, and 
127 municipalities registered ‘‘cefi- 
nite interest” in this type of promc- 
tion, with 109 already operating 
under appropriations ranging from 
less than $10,000 to more than $109.- 
000. 

Of those bodies with definite uap- 
propriations, the Southeastern states 
led numerically with 23 budgets. 
Classifying the remainder in rough 


other sections | 


ranked as follows: New England, 21 
budgets; Central and South-Central 
states, 19; Western, 18; North-Cen- 
tral, 15; Middle-Atlantic, 13. 

seen interest in attracting both in- 
dustries and tourists was registered 
by 40 per cent of those who partici- 
pated in the survey, while 35 per 
cent indicated interest only in draw- 
ing tourists alone, and 25 per cent 
in industries only. Chambers of com- 
merce were found to be the most im- 
portant factors influencing planning 
and execution of municipality adver- 
tising, with industrial commissions 
sharing responsibilities with adver- 
tising agencies and special advertis- 
ing committees in the planning of 
state and sectional promotions. Other 
factors influencing campaigns were 
shown to be utilities, booster clubs, 
city councils and elected officials. 

The survey was conducted through 
questionnaires sent to leading news- 
papers in about 500 communities in 
all parts of the country. Complete 
returns were received from 370 com- 
munities. Of this total 184 declared 
they were “not interested” in adver- 
tising and promotion projects. 


Heilbron to Teach 


Kenneth J. Heilbron, photographic 
illustrator, has been appointed head 
of the new school of photography at 
the Chicago Art Institute. 


THE HABIT OF BELIEVING 


There is a lot of habit in belief. 
ness the trust that its readers put in a 


good newspaper. 


A newspaper like The Detroit News 
molds public opinion. That’s just another 
way of saying that such a newspaper de- 
termines what its readers believe and what 
They read it every day. 


they disbelieve. 
They find it trustworthy. 
on it for their news. 


advertising pages. 


It is exactly that sort of reader-con- 
fidence that has made The Detroit News 
the most effective medium for selling 
goods here in America’s Third Market.” 


From repeated ex- 
perience they grow accustomed to accept- 
ing what it prints as true. And this habit- 
ual trust naturally carries over to the 


Wit- Newspapers 


established by 


They depend 


belief. 


are the greatest selling 


force in this country. This is convincingly 


the fact that the daily cir- 


culation of weekday newspapers is more 
than 41,000,000—or more than all the fam- 
ilies in the United States. 


Your sales story in The Detroit News 
has the benefit of the largest circulation in 
metropolitan Detroit. 
has the priceless advantage of appearing 
in a newspaper trusted by its readers . 
a newspaper that has, over many years, 
established among its readers the habit of 


More important, it 


Believing in The News is a daily habit 
with 243,342 Detroit families. 
them read no other newspaper. 


161,700 of 


*Based on payrolls and persons employed. 


The Detroit News | 


“New York: I. A. KLEIN, INC. 


THE HOME NEWSPAPER 


Chicago: J. E. LUTZ — 


BouNDARIES OF 


AREAS CovERED IN 


i 
, 


ZZ Oa 5 
ce © 
eS3 Oi 7 
4 8 
Amounts of Money Appropriated 
(Key to Total $100,000 $50,000 $10,000 
legend) having money and to to Less than 
Area appropriated over $100,000 $50,000 $10,000 
12 me ne 10 2 
II 9 1 4 4 
Ill 13 1 4 7 
IV 23 1 1 17 4 
V 7 * ua 2 5 
VI 8 i om + 4 
VII 19 1 2 8 8 
VIil 18 1 4 6 7 
Total 109 4 9 55 41 


Plan to Sell 
Advertising 
on Phonographs 


New York, March 24.—To convert 
300,000 coin-operated phonograph ma- 
chines located throughout the coun- 
try into an effective advertising 
medium is the aim of the newly organ- 
ized National Phonograph Network, 
which plans to record commercial 
plugs between musical numbers of 
regular phonograph records and to 
distribute them free to machine op- 
erators, it was revealed here today. 
The company announced that it 
will build dance band programs along 
radio lines, using well known bands 
and artists. It will restrict the com- 
mercial message to 25 words per 
record. 


Charge for Service 


According to Forest Johnston, ex- 
ecutive vice-president, the new serv- 
ice will afford an effective entertain- 
ment medium to sponsors unable to 
use the radio. “Liquor particularly 
would benefit,” he said. “Liquor is 
not allowed on the air but it will be 
allowed on our records. Phonographs 
in bar and tap rooms will give liquor 
interests an effective point-of-pur- 
chase medium.” 

Mr. Johnston said that commit- 
ments have already been received 
from cigaret, liquor and candy 
manufacturers. National Phonograph 
claims to have contracts with oper- 
ators of 150,000 machines for the 
new commercial service. Advertisers 
would be charged 30 cents per re- 
corded programs and could secure 
“controlled circulation” in territories 
desired. 

While the plan is in an “organiza- 
tion state,” it appeared today that 
two main hurdles will have to be 
passed before the idea can become 
a reality; first, copyright releases on 
musical compositions and second, the 
OK of the American Federation of 
Musicians. The copyright angle ap- 
peared the least troublesome of the 
two as Harry Fox, general manager 
of Music Publishers Association, told 
ADVERTISING AGE that his association 
was prepared to issue experimental 
performing rights to National Phono- 
graph. Based on 500 pressings, the 
fee would be $25, Mr. Fox said, with 
a graduated scale for additional 
pressings. 


Union Opposes Project 


The musicians’ union has been less 
cooperative, however. They have long 
felt that phonograph machines in 
public places were responsible for 
much unemployment among local mu- 
sicians and Joseph Weber, union 
president, indicated that he would 
not permit any musician to record 
for the newly formed company. Dis- 
puting the union stand, Mr. Johnston 


claims that effective operation of his 
medium would greatly increase union 
employment and he indicated his in- 
tention of carrying the matter to the 
union executive board. 

The controversy served to focus at- 
tention on the forthcoming confer- 
ence between the union and trans- 
cription makers, scheduled for March 
28. The union will present, at that 
time, a revised license under which 
all record men will operate, the main 
point at issue being a clause pro- 
hibiting record men from servicing 
non-union radio stations. 


Timer Campaign Starts 


American Timer Corporation, Gen- 
eva, Ill., has launched a newspaper 
and magazine campaign for its new 
product, the “Sentinel,” a household 
appliance automatic timer. This de- 
vice provides for pre-determined on 
or off control of household electrical 
appliances. Ford, Browne & Mathews, 
Chicago, is the agency. 


“Service Eagle” Bows 

The Civil Service Eagle has been 
launched as a magazine devoted to 
civil service employes of Massachu- 
setts. Michael Manhan is advertising 
manager, with offices at 368 Congress 
street, Boston. 


Now Swan-McComb 


Arthur W. Swan and Maurice Mc- 
Comb, partners in the Swan Studios, 
Chicago, have changed the name of 
the organization to Swan-McComb 
Studios. 


Freer to Wagenseil 
Howard M. Freer, layout artist and 
illustrator, has joined the art staff 
of Hugo Wagenseil & Associates, 
Dayton, O. 


Mhe 


RIGHT SPOT 


... for Sales 
is Oklahoma! 


@ Babson and other economic authorities 
point to Oklahoma where business mer, in 
all lines, report good volume... and WkY 
is the right spot for your advertising t? 


cover the nation’s brightest sales-spot- 


OKLAHOMA CITY | 


Representative —The Katz Agen 
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March 28, 1938 ADVERTISING AGE 


These radio stations speak the language of their 


own people—as one friend speaks to another. 


They speak of song and story, of fox trots and 
comedy, symphony and romance, news and life. 


They are a part of life itself to their audience. 


As a radio station speaks. so is it. Since these 
stations speak with sincere friendliness to their audi- 


ence, it follows that they are their sincere friends. 


Advertisers find this happy association very pro- 
fitable. That is why you will find these stations on 


most successful spot broadcasting schedules. 


WSB Atlanta NBC 
WAGA! Atlanta NBC 
WFBR Baltimore NBC 
WAAB | Boston MBS 
WNAC| Boston NBC 
WICC Bridgeport NBC 
WEBR | Buffalo NBC 
WBEN | - Buffalo NBC 
WGAR| Cleveland NBC 
WFAA | Dallas NBC 
WBAP | Fort Worth NBC 
KVOD Denver NBC 
WIR Detroit CBS 
KPRC Houston NBC 
WFBM | - Indianapolis CBS 
WDAF} Kansas City NBC 
KARK Little Rock NBC 
KFI Los Angeles NBC 
KECA Los Angeles NBC 
WHAS | Louisville CBS 
WLLH Lowell YN 
WTM) Milwaukee NBC 
KSTP | Minneapolis-St.Paul] NBC 
WSM Nashville NBC 
WSMB} New Orleans NBC 
WTAR | Norfolk NBC 
WFIL Philadelphia NBC 
KGW Portland, Ore. NBC 
KEX Portland, Ore. NBC 
WEAN | Providence NBC 
WRTD |_ Richmond, Va. NBC 
KSL Salt Lake City CBS 
WOAI San Antonio NBC 
KOMO| Seattle NBC 
KJR Seattle NBC 
KHQ - Spokane NBC 
KGA Spokane NBC 
WMAS| Springfield CBS 
KVOO |_ Tulsa NBC 
KFH Wichita CBS 
Also 


THE YANKEE NETWORK 
THE COLONIAL NETWORK 
TEXAS QUALITY NETWORK 


Represented throughout the United States by 


NEW YORK 
CHICAGO 


EDWARD PETRY & CO. 


INCORPORATED 
DETROIT 


° SAN FRANCISCO 
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Independents’ 
Faults Called 
Biggest Enemy 


24.—A miscel- 
lany of causes rather than competi- 
tion from chains is blamed by the 
Institute of Distribution in a booklet, 
just released, for most of the failures 
of independent merchants. Among 
the causes cited are “personal char- 
acteristics and operating methods for 
which the proprietor alone is respon- 
sible.” 

Entitled “Why Independent Mer- 
chants Fail,” the booklet is presented 
as a compilation of causes gleaned 
from the records of bankruptcy 
courts and independent investiga- 
tion, reinforced by federal and other 
findings. The report asserts that 
“independently-owned stores always 
have been going out of business at 
a very rapid rate and that the rate 
in recent years is just the same as 
it was before there were any chain 
stores.” 


New York, March 


Causes of Failures 


Causes listed include the granting 
of too easy credit by wholesalers and 
by merchants to their customers, in- 
efficient management, dishonesty, in- 


inefficient and dishonest 
employes, poor location, personal 
extravagance, high rent, lack of in- 
ventories, business depressions, in- 
effective buying control, real estate 
losses, inadequate capital, “bad luck,” 
and ineffective sales promotion. 


experience, 


In conclusion, the report states 
that there is “no evidence whatso- 
ever . for the periods and for the 


types of stores surveyed that 
failures of local merchants have been 
increased because of the growth and 
development of chain stores or be- 
cause of chain store competition.” 


Durkin Opens Office 


A public relations service has been 
organized by Joseph A. Durkin and 
Leo A. Pollock under the name of 
New York News End Service. Offices 
are located at 310 W. 72nd _ street, 
New York. Mr. Durkin was formerly 
a reporter for the New York Evening 
Journol and Mr. Pollock was picture 
editor of the Washington Times. 


New “Courier” Set-Up 


Courier Publishing Company, Ashe- 
oro, N. C., has been organized to 
publish the Asheboro Daily Courier. 
John H. Neely, president of the First 
National Bank, is president, with 
H. M. Robins, attorney, vice-presi- 
dent, and C. L. Seott, secretary and 
treasurer. Mrs. Harriette Hammer 
Walker was formerly publisher. 


FORD SALESMEN 


GET A $100,000 
X-RAY MANUAL 


Chicago, March 23.—A visual, “x- 
ray” type of sales manual, delivered 
last week to Ford Motor Company by 
X-Ray Sales Method, Inc., today ap- 
peared as evidence of rapid strides 
made in production of such material 
and of its increasingly broad accep- 
tance by major advertisers, particu- 
larly in the durable goods indus- 
tries. 

Kk. N. Farkas, president of X-Ray 
Sales, said that the Ford book, the 
most elaborate of several such vol- 
umes produced, was being sent to 35,- 
000 retail salesmen for use as a sales 
tool on the company’s new models. 
Cost of the book was not disclosed. 
Comparative estimates with figures 
on previous volumes, however, would 
place it upwards of $100,000. 

Past clients of Farkas Brothers— 
the former name of X-Ray Sales— 


include Borg-Warner Corporation, 
Hart, Schaffner & Marx, Zenith 
Radio Corporation, Iron Fireman 


Rv TIMES is a maga- 
zine that satishes a real 


need. Published by the British 


Broadcasting Corporation, 
who control every radio station 
in Great Britain, it 1s the only 
publication allowed to print in 
full details of both 


National and Regional pro- 


advance 


grammes. Readers throughout 
the country, theretore, turn to 
Radio Times every time they 
“6 > ” 
tune In. 
Issued every Friday at two- 
the 


growth of its circulation. re- 


pence per copy, steady 
flects a live and widespread in- 
terest. Poday the Radio Times 
offers a weekly circulation of 
3,000,000*. . . going to one out 
of every four tamilies in Great 


*Guaranteed average 


Britain. It gives more complete 
national coverage than any of 
the great English dailies. 

And what sort of people read 
the Radio Times? Radio own- 
ership in England is indicative 
of good purchasing power. 
Each issue goes to more than 


1,000,000 well-to-do families. 


Moreover, go% of its sub- 


scribers read the Radio Times 


every day in the week, while 
65°, are still reading their copy 
io days after they first ob- 


tained it. (Independent survey, 
MR. GEORGE ¢ 


tion, says: 


to me on three counts: first 


useful life-span of seven days; 


offers the advertiser high visibility at reasonable cost.’’ 


3AGE, 
Promotion Manager of Sun-Maid Raisin Growers 
"TAs an advertising medium, Radio Times appeals 
, it is likely to be well read because 
it carries detailed radio programs; 


and third, its small page size 


Coach 


Commons, used on State occasions... 


of the Speaker of the House of 


Above, 
GeorceE VI. 


at the Coronation of KinG 
March 1937.) Thus one inser- 
tion in the Radio Times is an 
English national campaign tor 
a week. 

Leading American manufac- 
turers are using the Radio Times. 
Ask your agency for information, 
or write to: Advertisement Direc- 


tor, British Broadcasting Corpo- 


ration Publications, Broadcasting 
Portland Place, W. 1, 
London, England. 


House, 


Advertising and Sales 


Associa- 


second, each issue has a 


"X-RAYS" THE NEW FORDS 


This elaborate manual, produced by X-Ray Sales Method, Inc., offers a thorough 


cross-section of the new Fords, using an ingeniously designed, 


“cutaway” 


technique. 


Mtg. Company, Edison General Elec- 
tric Appliance Company and Fair- 
banks, Morse & Co. 

This type of manual, Mr. Farkas 
explained, is most valuable in sales 
efforts on large products which ob- 
viously cannot be brought into the 
prospect’s home or office, and where 
the salesman is unable to induce the 
prospect to visit the showroom. In 
some respects, the book is more il- 
luminating than a visit. 

The new Ford manual employs in 
book form a procedure similar to 
that used at automobile shows where 
“cut-away” models are displayed. 
Titled “An X-Ray of the Quality Car 
in the Low-Priced Field,” the cover 
of the volume bears a cellulose win- 
dow which offers an_ intriguing 
glimpse of its contents. 

Preliminary pages are devoted to 
handsome four-color reproductions 
of the car’s interior and exterior. 
The reader then approaches another 
page with a window of cellulose ace- 
tate sheeting upon which is affixed 
an illustration of the complete car. 


Subsequent and similar cut-outs 
gradually reduce the car to frame- 


work and finally to chassis alone. 
Copy on each page explains and em- 
phasizes the advantages of the car’s 
new features. Similar treatment is 
accorded the engine. 

A major production problem, ac- 
cording to Faithorn Corporation, in 
charge of printing the book, was the 
creation of a special ink which could 
be used on this non-absorbent cellu- 
lose sheeting. In addition to this 
specially designed ink, special plates 
and other printing equipment were 
necessary. 

Toward the close of the book are 
more color reproductions, together 
with many photographs picturing the 
car’s production and use under a 
variety of conditions. 

Other pages offer actual samples 
of fabrics used on upholstery. As- 
sisting both salesman and prospect 
is an index on the final page, listing 
all the points covered in the volume. 

Others collaborating with X-Ray 
Sales in production of the book were 


N. W. Ayer & Son, the Ford agency, 
and Magill- Weinsheimer Company, 


lithographer. 


To Publish “Almanac” 


John Mench will publish Advertis- 
ing Almanac Services in addition to 
serving as advertising consultant to 
the management of Hearst News- 
papers, New York. 


Donald Davis 
Sponsors 1938 
European Tour 


Kansas City, March 24.—American 
and Canadian advertising men with 
a particular interest in radio re- 
ceived announcement today of a tour 
to Europe being organized for the 
summer of 1938 by Donald D. Davis, 
president of WHB. The group will 
visit England, Holland, Belgium, Ger- 
many and France, with an optional 
extension to Switzerland, Italy and 
the Riviera. Eight foreign broad- 
casting stations will be visited dur- 
ing the course of the journey, with 
European corporations and govern- 
ments acting as hosts. 

The group sails eastbound on the 
Duchess of Bedford from Montreal 


July 15, landing in England. The 
British Broadcasting Corporation 
will show visitors Broadcasting 


House and the television station at 
Alexandra Palace in London, and 
the world-wide BBC _ transmitter 
at Droitwich near Stratford-on-Avon 
in the Shakespeare country. Officials 
of the BBC dine with members of 
the party in London July 25 for an 
informal exchange of views on broad- 
casting. 

In Belgium, the Institut National 
Belge de Radiodiffusion will officially 
receive the group at its magnificent 
new Maison de L’I. N. R. which is 
to be formally opened this coming 
summer, and which claims to have 
the largest audience studios in the 
world. The Travelux party will be 
one of the first groups of official 
American and Canadian guests to be 
entertained. 


Miller Leaves Seagram 

Francis E. Miller, formerly man- 
ager of the Metropolitan New York 
division of Seagram Distillers Cor- 
poration, has resigned. 


Art Gallery Appoints 
C. W. Kraushaar Art Galleries, 
New York, has appointed Kimball, 
Hubbard & Powel, Inc., New York, 
to handle its advertising. 


King Starts Agency 
David M. King has established The 
Fair Publishing Company, a general 
igency service, at 665 Newark ave 
nue, Jersey City, N. J. 


Identified 


men—men—men 


Put your 


all lines of business. 


and read—The Elks Magazine, 


-307 N. Michigan Ave., Chicago. 


advertising in a publication that not only can give an ABC 
statement but also enables you to identify all its readers. 
of the Elks Magazine is a man who can be identified—and there are thou- 
sands of them including more than 100,000 well-rated retail merchants in 
Advertise your product to this huge and financially 
substantial consumer-retailer man group in the Magazine they all own 
ABC, 


Every reader 


50 East 42nd St.. New York City 


La 
2 
4 
4 


gi eas ; Ne ae. nd Ne Part © Sgiee nba cae s f Mee tas } pe, ae Piet 3 3 ‘ mes pe | te 3 . e nee Leo taege fae ‘ a : Epil a a ts eae ates © Drees = bo wetie >t : L ah ae pi ; 3 c ee ee ie fas 
3 a / ; 
es 4 eee PE 
| ae ae — rs : we fs 
| ee 
; : Ae is ag 3 a oe yo es 
| " saline 4 PE sg 
Pe | a kk =e ‘ 
ate . 4 $ 
. a i . : 
a ae cam : r ~ - % 
ant ot: y , So” erentinen 
ge a ‘ PP ay, 
r Ai $ "lag eau 2 . 
i Xa 7 a ef > ; = Gant Ne ‘ 
| | 4 eee is 
; asf % *viag ; re 1 
r " - be vi iv & Ree a i : Ss 
_ : ‘a pitt , ~~ ba | > ba ¢ 
ao a | t Pg "2 4 
is Pie, | ; iti A = x, # ‘ 
ie ; ce | _¢ he 5 bs . 4 
nag i é bs Ae : 5 Fee ' ; * se - : ‘ 
cL igg hae 3 7 : t got >, a _ x 
: f “a4 | & - FS tage pat — ae 
a an of Jee i nce TT ; .* 
ey gee ‘Gal om F os 7 
Se Nein 2 | | Z*8 eZ 
CE eae ee a 3 ig FLO Oe eee f- 
one ed | 
ke Ps a é : 
see, aah: | i 
a ae nd ew 44. & iE * 4) an ‘. ee — | f 
RS er ae a" "Zt : r 2s P ra. a Pa sit 7 cceemeeated a Rca > a 
Ae eee: be be — ; ot oe Aree 4 i 3 , s fs ae bs va es a “gee eae: ’ 
ae eee eee a ES AS z PE pe" bs ‘4 4 a i i 7 
peg eee’ % £ sf {: ex > ' * tas ¥ a ' ' } 4 wT ve “ae q : . i a , Se : «> 6 Mi . 
pe as ty Se ee Fy 2 = BI” ay ae ‘kz A 
2 ae on cage § = £ God : i + 3 ‘ 
eer ae . ine . i arta ms af 7 + “i 
en Semis steam j > 44 = j a sles ' ! ae 
“Be mae Be es é F 4 as: | F : Pm % ‘e 4 za 
rit ee fe, fee) lo, a Me .. > (Se! aos le SM, >, tev ped a. 
peste CPi , i eee Same eee” Fee eS 7 , -~ a. : 
ij ih _ ee 7 . z ri : “1, : 6a oe 4 ie DP A ’ ww pe fe —- . i “me ~ 7 é > 7 a re Fa ~i 
ic Ar ORe te Yee es &) re Rated : 
igre Pies = Hen ties: Ula ne: i ie gy a i? . ow ee 3 7 
pee ee R ia ag .. Ps > 4 Pay ~ ~ ae P ni f 9 
ae * fn f i oe RC f ey % eg <7 = + t. oe aes i 
ae S Ms, eae ee tae? fa ae ri Pas 3 ae a? 
sib bai , | ‘ yy ets : : } » "7 , owe ie es a? ow as 4 
TT ig Vy  \ tng S) a, 7 > Sl ape’ ~ ee > a ae eh 4 
i ; . ~~ ‘, ai 4 ef. % “ye ‘F ole a ; a om >, ae eee e a , me a, "a 
ae : : bitin se ead 4 : Mee a al j a Vk. s  . - a % & » , zs ets M ad 3 
wy et JI re ME RRR ae he 
Et emg —¥ i y Wee ee i EI. r eet * Pomir Om 6S WARD 
a, ad ag ¢ ra - = a a? ’ ngillineces : is ~ at aS. ae Sta - a ¥ a * Sie a re ; $ 
as Lk aS Ld oo ne = depeatnr Sn ea ae Fs ee Y a7 _& 
ene a pe led H hae eg = f Pu - “ Nev? ae oli - patra reer ae hye cn 3 . Cw, 
py aes Ha ers, * , Pe < F 
Sot te ae i Fi a. ee. .. hd 4 a Lar - 
Seem ile > -_ 2 wee a i oe : —_—r 
aval eT cess 4 ; ur H ss . a j 
ible “ae ee ae ee ae ne ae 2 on) a —— 
nell TO AMERICAN ADVERTISERS > Sou mi fehl | 
ere : # : t ; Re ics ae ae 
ae IN THE BRITISH MARKET...  #£ | 
a i NEES On ae a a aa, oe ‘ ea a a sg bea a : & : % re it | | 
A Ce aes os a tl M a . ; a ee | 
at “ tae wes y — a noe ies v * nea ns i tee é 
4 
me that reaches One English | 
PSI 4 ; : 
ee a re ‘ -. vaeeeny 
Pe Family in Every Four? | 
PER eel eT Ya eee : eee see 2 FORE eas : 2 : =e . « fe OS 
ets. re RE ere, ae | Swale oo Se ae 
Bey ee : : 
eae: 4 
F Se eros | 
ae ai} an ; 
ee " a | 
ee 
pai 
eit ae 
ee | 
rary 
bck 
a eae . ciaepaeneenimaaiy 
cell 10%) tod q 
a od er — 
7 “ = eee rae vii Ds ue Ss 
ME Ry Deer Cae | . ga 
ees Sa Rea areas : 
bret [ee ee ee ; 
ihe: eh Fase . 
oe bh « 
ans Eke ros » 
& heat ee 
ee eee 
ee ee eg 4 
A a Renae te a a aS 
es i ara 
ee ee LI Ls 
ie Leer 
a 
a BS) Wee as Po 
. ee, ae ee 
Be ere te a 
eT 
oe. oe 
Re sae ‘ SI hy JER ere ase ark a aN aS ¥ a oe Seg? eat a : eS ls ah oe pasa oh! of a eae ‘ une ; : iy Se cae t ee egal PRs Lae Bes, Toe 4 2 ok aes > sal aE EB ys peas Pn ee ee eee te ee Prat ce ee . ee x meee += sige ie ag a * “ee ; 
: : ; nN Pants ad } harere rs cars reg te Eve ge Suse es ee te ay rts ie ae Sana Aa ea Pe nk tas a ae EN ay ata ihr gerne ae a eee 
Sy ee, ; eee 0 Sire a ae : 6 pete ho eae eC nay satan AB, ip 


March 28, 1938 


ADVERTISING AGE . 5 


HE ALWAYS GETS IN THE LAST WORD 


B. W. Snow’s “Crops and Weather” forecast in 
Farm Journal reaches farmers only 4 days after 
its last-minute, final revision. The crop condi- 
tions, reported monthly in Farm Journal by this 
Dean of American crop authorities, are crop 
conditions of the moment. They are current, 
trustworthy, safe to plan by—fresh news that’s 
needed the moment readers get it. 


FARM JOURNAL 


Washington Square, Philadelphia 


The National News Magazine for the Farm Family 


Tae eee Ce Te isi ? f Ps ie Ap 
ane SEE Vi aie * Sete le Cee ES 


But Snow’s forecast is just one of many features 
in Farm Journal which invite immediate reading. 
Every issue is filled with last-minute news that 
affects modern farmers’ lives and business. 


More than 1,350,000 modern, aggressive farm 
families—the kind that always spend a large share 
of the total farm cash income—have come to 
rely on Farm Journal for its useful timeliness. 
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New American 


Clipper Razor 
Gets $9.50 Tag 


New York, March 24.—The first 
move of a major producer of electric 
shavers to cultivate a lower price 
market developed here this week 
when it became known that Singer 
Shaver Company, Newark, affiliate of 
Remington-Rand, will reach out for 
consumer business within the next 
30 to 60 days with the American Clip- 
per, retailing at $9.50. 

The Remington Close-Shaver cur- 
rently sells for $16, while other lead- 
ing makes— Schick, Packard and 
Shavemaster — list for $15. The 
American Safety Razor Company’s 
new entrant in the field, it was 
learned today, will also sell for $15, 
while Gillette’s new product will 
carry the same price. American 


known in about three weeks. 
Leeford Advertising Agency, New 
York, has the Singer account, mer- 
chandising plans for which have not 
yet been perfected. Leeford also han- 
dles the radio end of the Remington 
shaver, while Batten, Barton, Dur- 
stine & Osborn directs Close-Shaver 
advertising in all other media. 


Furgason Named 


Gene Furgason & Co., Chicago, has 
been named national representative 
for the Pacific Northwest Coverage 
Group, which includes KGIR, Butte, 


Mont.; KPFA, Helena; KXL, Port- 
land; KRSC, Seattle, and KEPY, 
Spokane. 


Lasday on Own 


Ralph H. Lasday has established 
offices at 607 Fifth avenue, New 
York, for the formulation and execu- 
tion of exhibit programs. He was 
formerly with Carter, Lasday & 
Miller, Inc., New York. 


| Safety Razor plans will be made | 


Flint C-C Censors 


Misuse of “Free” 


The advertising educational com- 
mittee of the Flint, Mich., Chamber 
of Commerce has issued an order 
against use of “free” in advertising 
unless the item so offered may be 
obtained without making a purchase. 

A recent survey in Flint, the cham- 
ber reported, disclosed that 94.7 per 
cent of those interviewed did not be- 
lieve that items so described were 
actually “free.” A further reason 
for the order is the Federal Trade 
Commission rule against such offers. 


“Successful Farming” 
Reports Page Total 


Successful Farming has reported 
that its page total is 50.5 for 22,741 
lines of commercial display advertis- 
ing in March. This compares with 
57.1 pages or 25,715 lines in March, 
1937. 

The above page totals differ from 
those as reported in the monthly 
tabulation in ADVERTISING AGE March 
14. 


Connors’ New Work 


James M. Connors has been ap- 
pointed Western manager for Bres- 
kin & Charlton Publishing Corpora- 
tion, New York, publisher of Modern 
Packaging, Modern Plastics and 
Packaging Catalog. He was formerly 
Western manager of Topics Indus- 
trial Newspapers, and prior to that 
was with the Chicago Herald ¢€ Ex- 
aminer. 


Two Join Kudner 


Leigh Crosby, formerly with Black- 
ett-Sample-Hummert, Inc., has joined 
the service staff of Arthur Kudner, 
Inc., New York. William B. Tracy, 
formerly with Lennen & Mitchell, 
and previously head of his own 
agency in Philadelphia, has joined 
Kudner in an executive capacity. 


Joins Izzard Agency 
George W. McMurphey, for the past 
three years Portland representative 
for Smith & Drum, Inc., Los Angeles 
agency, has joined the Izzzard Com- 
pany, Portland, as account executive. 


248,700 TIMES since 1931, WLW representa- 


tives and Retail Dealers have enacted this scene. 


And here, as in every interview before, the 
Retailer is learning why W LW-advertised 
products merit his support . . . how he can 
capitalize on the tremendous listener preference 
for products advertised over the Nation’s 
Station .. . how he can make more money by 
tying in with this advertising through promi- 


nent display of these products. 


In short, this is the “story behind the story” 
of the effective selling job being done for 


advertisers who use 


WLW-THE NATION’S STATION 


CINCINNATI 


NEW LAWS HELD 
AN OPPORTUNITY 
FOR PACKAGING 


Sears Official Opens Confer- 
ence of AMA 


Chicago, March 23.—Regulation of 
advertising, both present and antici- 
pated, offers an opportunity rather 
than a threat to consumer-minded 
manufacturers, Joseph Givner, assist- 
ant to the vice-president in charge of 
merchandising, Sears, Roebuck & Co., 
declared yesterday at the opening 
session of the American Management 
Association’s packaging conference. 
This opportunity, Mr. Givner as- 
serted, is in the re-building of con- 
sumer confidence through further de- 
velopment of informative packaging 
and labeling, product factors which 
he said “have reached a new high in 
consumer interest.” 

Others to address the group on 
packaging problems’ brought into 
sharp focus by the possibility of fur- 
ther regulatory measures and the 
rapid increase in consumer-group ac- 
tivity were Mrs. Carol Willis Moffett 
of the Consumer-Retailer Relations 
Council, and Ivan Miller, associate 
editor, Food Industries. Further 
sessions of the conference are re- 
ported elsewhere in this issue. 


“Tell Everything,” Is Plea 


The consumer demand for more 
adequate labeling cannot be effectu- 
ally resisted by advertisers, Mr. Giv- 
ner declared, nor can it be tempered 
by the advertiser’s inability to de- 
cide how much he ought to tell about 
his product. 

“Manufacturers can’t tell too much 
about their products,” he asserted, 
“and they must accept the responsi- 
bility of offering this information in 
specific, understandable terms.” 

Mr. Givner likewise placed a re- 
sponsibility upon the consumer, that 
of understanding the information 
given. Cooperation of both seller 
and consumer in this respect, he 
pointed out, would be of immeasur- 
able aid in stopping the flow of “re- 
turned goods,” a punishment visited 
particularly upon department stores. 

Grade labeling was given favor 
over descriptive labeling by Mr. Giv- 
ner. Advantages of the former, he 
said, lay in the fact that it was a 
means by which one word or symbol 
could suitably identify the product. 

Before this understanding can be 
reached, however, uniform standards 
and grades for those standards must 
be established. The department 
store field has already launched work 
on this project, he commented, 
through cooperative effort of Ameri- 
can Standards Association, National 
Retail Dry Goods Association and 
consumer groups. 

The consumer movement, as por- 


(Continued on Page 27) 


CLUE 


“Is there a relationship be- 
tween reading habits and 
buying habits?” . “Ele- 
mentary, Watson — elemen- 
tary! Take this Macon, Geor- 
gia, market. Dominant read- 
ing habit, Macon Telegraph 
and News—dominant buying 
habit, goods advertised in 
these extraordinary papers! 
Deduce, my dear man, de- 
duce!” 


MACON 


GEORGIA 
TELEGRAPH 
and NEWS 


Representatives: 


THE BRANHAM COMPANY 
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READ ALL FOUR 


oo -~ oo 


agazines is he 


WOMEN’S SERVICE FIELD 


2 tnd Dhen 


Impression is an unreliable guide in these 
changing times. To get at the real facts it is 
necessary to dig beneath the surface. 


Consider, for example, the four women’s 
ten-cent service magazines. Men seldom 
read them. But men buy most advertising 
...a large proportion of it being placed in 
these very magazines they read rarely, 
if at all. 


It is always a sound investment to use all 
four. The most successful advertisers of 
products for the home are those who have 
clung to this well-established practice. 


But when a selection must be made it is 
another good practice to read all four...and 
then decide! All of these magazines have 
improved editorially and strengthened 
their hold on the millions of women they 
serve. Yet some of them have stepped 
ahead at a faster pace... travelled a greater 
distance in less time. 


Pictorial Review 
+ at Delineator « 


pails 


Pictorial Review is a case in point. Its 
editors adhere to a well-defined editorial 
formula requiring courage and enterprise 
of a high order. The acceptance of that 
formula has been amply demonstrated by 
the largest gains in voluntary newsstand 
sales in the history of women’s service 
magazines. 


Read Pictorial Review for an exposition 
of what we term editorial courage and 
enterprise of a high order. And read all four 
to learn why Pictorial Review is gaining 
more voluntary newsstand readers than 
any other magazine in its field. 


<= Ft 


For seven consecutive three-month 
periods Pictorial Review has made 
substantial newsstand gains over the 
preceding quarter. February reached an 
all-time peak of 708,000 copies. The average 
total circulation is 2,909,979 copies. 
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Quiet Hungary 
Makes Bid for 


Yank Tourists 


New York, March 24.—In an effort 
to recapture dwindling American 
tourist trade, the Hungarian State 
Tourist Department announced the 
launching April 1 of a nation-wide 
advertising campaign designed to 
calm war jitters and promote the 
Danubian basin as a place of “peace 
and tranquility.” 

The campaign, the first ever 
launched in this country by the Hun- 
garian government, will consist of 
70-line insertions in 20 newspapers. 
Copy theme will be “quiet, unspoiled 
Hungary.” 

Wales Advertising Company, Inc., 
New York, is in charge. 


Names Campbell-Lampee 


Dressaver Company, New York, 
has appointed Campbell-Lampee, Inc., 
New York, to handle advertising for 
Dressaver Back Shield and Dressaver 
Weatherette. Magazines and business 
papers will be used. H. B. Irvine 
and M. Irene Oviott are account ex- 
ecutives. 


NNPA Picks Theme 
“Practical Promotion” will be the 
theme of the National Newspaper 
Promotion Association convention to 
be held April 24-28 at the Waldorf- 
Astoria, New York. 


Jaap-Orr Moves 
Jaap-Orr Company, Advertising, 
Cincinnati, has moved its offices from 
the Paramount bldg. to the American 
bldg., Central Parkway at Walnut 
street. 


Gilbert Has New Post 


Joseph E. Gilbert, formerly adver- 
tising manager of The Gasoline Re- 
tailer, has joined Automotive Mer- 
chandising, New York. 


New Shepard Address 

K. E. Shephard, Advertising, Chi- 
cago, has moved to new quarters in 
the Tribune Tower, 435 N. Michigan 
avenue. 


Two for Branham 
The Branham Company has been 
appointed national representative for 
stations KXYZ, Houston, and KRIS, 
Corpus Christi, Tex. 


Publicity Booklet Out 


“Industry’s Public Relations,” 
booklet discussing the problems of 
public relations, has been issued by 


| dence 


Toledo associates, Toledo, O. 


National Brand 


Gains Favor of 


Marshall Field 


Chicago, March 24.—Further evi- 
of the broadened policy of 
Marshall Field & Co. on manufac- 
turer’s brand advertising appeared 
here this week as Enna Jettick 
Shoes, Inc., Auburn, Mass., used a 
full-page color advertisement in the 
Chicago Sunday Tribune, to celebrate 
Field’s introduction of the line. 

While the copy was paid for en- 
tirely by the shoe company, it was 
sponsored and approved by the store, 
with the store’s name given promi- 
nent display. 


Policy Is Altered 


G. Ray Schaeffer, director of pub- 
licity and customer relations for 
Field’s, said that the store, previously 
a staunch adherent to its own brands 
in advertising, had broadened this 
policy considerably in recent years. 

“This has been especially true in 
toilet goods and cosmetic advertis- 
ing,” he said. “Other lines upon 
which we have increased manufac- 
turer-brand copy include electrical 
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250 Park Avenue, NEW YORK 


RALEIGH 


A proper balance between the arm 
of crop production and the arm of 
livestock production is a goal rapid- 
ly becoming a reality for Southern 
Agriculture. 


Income from livestock in the South 


per cent greater in 1937 than 


in 1933; and the ratio of livestock 
income to cotton income increased 
from 53 per cent in 1933 to 85 per 


1937. 


For more than 50 years Progressive 
Farmer has spread the doctrine of A 
Two Armed System of Farming. Con- 
tinuing to do so in 1938 its central 
editorial theme is “More Livestock 
on Southern Farms.” 

Sharp reductions in the 1938 cot- 
ton acreage will speed further devel- 
opment of livestock production—a 
more permanently profitable system 
of farming. 

Progressive Farmer, with its five 
separate and locally edited editions, 
is being read more closely than ever 
before because it points the way in 
this great transition. 

Southern farmers farm by Progres- 
sive Farmer because in text and il- 


lustration it’s local, it’s practical. 


ressive Farmer 


Southern Ruralist 


MEMPHIS DALLAS 
Daily News Bldg., CHICAGO 


DISPLAY WINNERS AT A.M.A. SESSION 


A portion of the Einson-Freeman booth at the packaging show in Chicago last 

week. Five winning pieces in recent window display contests produced by this 

company, including three in the Babson Institute competition announced last 
week, are shown in the display. 


———} 


goods, household appliances, rayons 
and notions.” 

He emphasized, however, that the 
store intends to maintain its previ- 
ous high standard of quality in han- 
dling merchandise to be supported in 
part by the manufaciurer’s advertis- 
ing allowance. 

The Enna Jettick line has been 
added to other basement shoe offer- 
ings. It will not displace any other 
brand now sold by the store. 


Celebrates Anniversary 


Celebrating the tenth anniversary 
of the founding of its chain of stores, 
Barricini Candy Shops, Long Island 
City, N. Y., is running a 400-line an- 
nouncement advertisement in metro- 
politan newspapers discussing the 
chain’s growth from 1 store in 1928 
to its 12 present stores. Albert 
Frank-Guenther Law, Inc., New York, 
prepared the copy. 


Fuss with CKLW 


Philip A. Fuss, formerly with the 
WMCA sales staff, has been ap- 
pointed Eastern sales representative 
of CKLW, Windsor, Ont., with offices 
in Rockefeller Plaza, New York. 


Whitman Names Moon 


William Whitman Company, New 
York, has appointed Byron G. Moon 
Company, New York, as merchandis- 
ing and advertising counsel, effective 
May 14. 


Goldman Appointed 


I. A. Goldman & Co., Baltimore, 
has been appointed advertising 
agency for Krause Bottling Company, 
manufacturer of carbonated bever- 
ages. 


Buys “Fine Furniture” 


Vincent Edwards & Co., New York, 
has purchased Fine Furniture Maga- 
zine, Grand Rapids, Mich., and will 
merge it with Furniture Record. 


To Tom Fizdale 


Edythe Dixon, formerly publicity 
director of WLS, Chicago, has joined 
Tom Fizdale, Inc., Chicago, public 
relations firm, as a staff writer. 


McCurrach Names Ayer 


McCurrach Organization, Inc., New 
York, manufacturer of neckwear, has 
appointed N. W. Ayer & Son, Ine., 
New York, as advertising counsel. 


Rotogravure to 
Present Entire 
Borden Family 


New York, March 24.—Expanding 
promotional emphasis from a single 
item to its entire packaged line, Bor- 
den Company announced this week 
the launching of its first national ad- 
vertising campaign on all its dairy 
products, as the result of a media 
expenditure increase of 50 per cent. 

While national promotion of Bor- 
den’s Eagle Brand Magic Milk has 
been conducted for several years, this 
campaign will mark the first such 
appearance for Borden’s evaporated 
milk, Fine cheeses, None Such mince 
meat, malted milk and caramels. 

According to R. D. Dunning, adver- 
tising manager, the campaign will 
serve as both institutional and mer- 
chandising promotion. Borden’s Pan- 
try Shelf will be the theme, with 
emphasis upon the line as party deli- 
cacies. Point-of-purchase displays 
will take the form of an actual 
“party shelf” to hold the Borden 
products. 

All insertions will be headed “Bor- 
den’s Party Page” and will carry ap- 
propriate illustrations. Full pages 
will appear weekly in the rotogravure 
sections of 39 newspapers. The cam- 
paign will also be conducted on the 
Borden Hughes-Reel on NBC Red 
network five times weekly. Young 
and Rubicam, Inc., is the agency. 


Gordon Soule Resigns 

Gordon Soule has resigned as prest- 
dent of Trans-Electra Corporation, 
New York, and Forrest J. Johnston, 
vice-president, will head activities 
until a new president is appointed. 


Lewin Gets Hollis 


Hollis Company, Newark, has 
named A. W. Lewin Company, New- 
ark, to direct advertising of Klipette. 
Newspapers and magazines will be 
used. 


Connah in Radio Post 


Douglas Duff Connah, formerly 
with CBS, has joined James 
Greene & Co., Atlanta, as radio and 
publicity director. He will make his 
headquarters in New York. 
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Dealer Identification 
Signs Erected 


Nationally 


L fou Consult us when planning to erect point-of- 
purchase identification signs or Highway 

units. Flat rate, no crating, shipping of 

warehouse charges. 

Maintenance and erection service only. We 

do not manufacture. 


Write, wire or phone for details. 


IESSSA REP LINCOLN 1770-—1345-55 FULLERTON AVE. cHicasl 


pe ae eee 


Ls, my ‘ ie Sabi ey Pah te, em Nk 2 SE © en 7 & - ah E cal 4 
Th We » ‘ PR ns ‘ ‘ ‘ , . a S ; ys Pee oe ; ; ies ae it 
: Z J S eee 
ee ————— eS Renee ———— Nee 
$ SSS _ _ ——_—$——___—____$_ — —— — 
| 
| | ee 
| So 
£9 POT ee eae f hee oo 
ae i ; A N cme © are re i 
Po Po ( ) N Pa F R E E , an ; i Eada A 
i ; Se ae Bf . 2 ee 7 § 
N. 4 = ae ie _ & Ee Ogg ; 
* i ” ; 
oe - si bee & é 7 i 
. ad aes ® ee ae | swith a, 
a { fin : cdl wo a ~% ‘ j 3 i gl ! 
. - —— 2 Ts 
4 ’ . tent ’ : i 
= | Re na — ' 
‘ . - Wiese >? Oe 3 : a =: 
7 7 _ ee § 
f a . boosters Jo f in : 
, _ —\ an > ae 
i fi ‘ ’ — Ss © — - ae ae 
74 a —_ Pe 4 
| 6 q ) 4 ~ ™ , = eg 
res y= me o. mee ’ 
; ; 4 
| | 9% Aon a pe 
Se . hn a ne es ot : 
| - ieee 2 EN € sie = 0 Ps 
| ae ie Be Mikey é poe a Z t 
2 : <3 os © a = a wees, ¢ - : eae j ss tad va i 
a ye i id z 4 pie a =] sal - 
ae, oe oe fe Ay dnte di @ $ ; «6h - 3 é . 
4e'8 Me he eee. ee gt. 3’ 4 See eee ar Ree ee Ac Fa aay a : a ; 
yas ee oe Core, eee fue See = = Tae q 
ie a ATES Be: : lec 5 Saas qt: j . -. ae be 
St laa eee ee Vee Rg ke! Semen ae et ; - : i : 
oe a er RR gO PAE 8 sobs isa 5S OC za: ; a 
See Be — | i 
ape Seca ae | 
ec ee | FS 
i oo 
as 5 re i 
Loe coe | 
eae 
nae | ——— —_—_———————————————————————————————————————— [ 
. fe | PO | — _ — = | a 
li Boag iy ea emtinimanas by 
eee 3 * sel hey i > } He 
Fees ge . | 7 LAr” of “ ¢ , 
po Oe, eae i ‘ated Yn 1 ¢ 
oY eae i ae. Y. y 
Soe mare i 4) ai 2 : 4 | 
os cay ee a ae ~s  ¥ 
eee as 53 a 
Mer 3 + i 4 —___—_—_ 
wee oe ea ne: . * 
‘Sakae — 
Bete Bea he eee 
ages ; 
ote S. ; ‘eee ¥ 
Cie a a 
dees ea R 
rae a % 
: 2 ae ve re ,- ne ae : ed Prd 4 
PT a ha Rtg. a 2 , 3 
Pat ; Ps . 
a oath, ict /& el ow fo fa * Pas oe : 4 ; 
Na a 4 mi a, arg -A" 
ee Bees a: v aie | gre 
eee A "A. ; 
Saget ne ee, ea 
ee ce Pitts *, 
ty = if aa = & 
: ®, a i 
i ere Ea ra <™™ aie >" 4 ~ 
edie acts oy Sas 
ae oes ; 3 
aig es 
. ‘ 
renee a rr t 
in fos? = 
— : | | 
— | il | 
patie i . wae Se STE Ee exeyreinantainitnaat 
> a Cas: | ‘ i a: Pi : ca.) ‘ 
eis ; " " —— be ee 
oi i on re ee 
ek: . Oo pees ae | 
fe ee J Hes “ee oe ae Pm ies i : x P ss ‘ 
a me Riss ; a ee ee es ba os 7 
& As ea si ee cake shee Peet ey i ¢ F 
’ Ce as. ee er ata ee ¢ 6: ; : 
: Pers . Pee PS OR Ee a es a “ee ee “ty 
Sl a BR aio ae | ce aad Cee geome ted ie =i + A. ¥ — as 
ee a] 
p tag : uel ba 
; x ’ , a +3 
saab i 3 
‘ os bias oe ee. © 
: aichsl eee oo ee yapde 
; “4 ee ne 7 ean “Sit j eo | | 7 med { 
Saal ae * gti . Saree ; ~ ee a | 
ios aaa kL ee x oS ae 2 Sok. se Pdi : 2 cs) 
Papkey a new, «2 ee? we eee a, eee 
NS ae ea ee By * ws ms a ie “ - See 
SPE Sirs “id ee - RM oe .. capt r oe at See eee os ¥. ok 
bie ioe Matias ey Oe tee ee : ee a Fe ee re re 4 
: "3 mone ee 5 Monee er Eig) oe 
fino swaeas 1 int © Po MAO eg snc theas cae eaten ae Sas Men Serie adie al 
mig E e ~ > : a et : ae ee Mas om fs Bee “Ag 
en ae ec AE siliges eee awd Pee “ad Pe bee eae eee ao oo NT ae be 
er ee es ee ervaw as : i To ei wee a Rae be ses Sens Oa te, * motte: a 
Bea Nee oy Oe etn he Bieta ee eae, dha Miah) goke Galo ee “ eT es te awit oe 
ns Tate im bas $¢ 7 at ier Mere ME A ae es i Seen = 
BP ne = =e ; Pe ia make & B® 3 ae Bi eR ae Se bi « 
aes i AR Le eer mee et Oe Sl eee ae 
oe : a Say Ry a eee eae OO Say ct bess Sere FSS 
2 : ‘ ‘ nem . oe ¥ as =. Dae hoa ps ca ee 
2 Bik ns 8 TE rae ee ee ae ee bt 
ten” > gers apna samt ;. & Pores a & NR he “2 
i ue r * % AE — . +... SAS AAAS Re pty,’ Es 
: ee ye RR ETN nae eS peepee eS See te eres we ; 
a ce ee en Oe ee J 
AS cE, MN ee | ee 
eo, ence — ceiieatn 5a = | + ®} 
ee a: a a a lel al a. . 
pet Mts f . ae eer 
AL Te ha aa: i? . t 4 i ee Fs ‘ 
Price Osh LOE RS Se see fh ten SRE oo, ah PE 
PASE e = = hehe fie ne SI ce ere eT ons 
ae ae aS om PBS cena: Ree SE ag rH Rothe St : a a ey, aa 
aera ee “ , ae tie CRE ° a ¥ 
1, oe ae : “ 
mere, ~ . 
. aaeeseecs | 
‘4 3 as a y, / eee 
_o a ay e SR AON SNC AARNE ARS TEE EES UOMO I 
[=F KK ‘ : 
De a { en 
a ee F : 
Be he : de —| a NG eit A 
ee Oe Ee : 
ot, ae | °t a “Dee ° ) 
pt eo oz. SS Soe 
Ce, eo} °* >. = 
yes ame r . es 
jee ie A Vv 
ae Te x a [ 
a : « ae , = i" 
tee 5. digeee. S +f 
“te tiga H ; 
{eee 
EA iccaae eo 
et " 
sa ce = 
Bae ayA. a 
> a z 
bo ——SRRRYCE 
Si Hy A ee a oes 
Fn a amiss ed ue ci 
eee Cd = 
ee ) : ouroooRK Suburban eum 
eatin re eames he sha 
eee Kai 4 
he Sai 
att e e E *S 
Fe art a 
Bay SA 
SEP ss Spee Beer ; P ee ee 


March 28, 1938 , ADVERTISING AGE , 9 


OU KNOW that not 
reads every pa 


ery reader of any publication 


it. However we no longer wince 
us that perennial question, “How 
will see my ad?” We know how many 
ctually read Associated Weekly, the magazine 
comic sections of twelve leading Pacific Coast 
newspapers. 


We know the focus that Associated Weekly has on the 
interests of our 1,264,680 reader homes in the West. The 
Graduate School of Business at Stanford University has 
completed a study of newspaper reading habits which is 
confirmed by numerous other surveys made by research 
organizations of national reputation. This study shows 
that more people customarily read the magazine and 
comic sections of their Sunday newspapers than any other 
part. To be specific, 60.7% read the magazine section 
and 61.7% the comics.* Thus Associated Weekly gives 
you more than merely the largest circulation in the West. 
Associated Weekly gives your advertising an exact focus 
on the chief interests of the better able-to-buy families 
throughout the entire seven western states. 


*If you desire to delve further into this interesting question, write for Pacific Gold, 
the new market book of Associated Weekly, and the complete results of this sur- 
vey, showing percentage of newspaper readers customarily reading specific sections 
of the newspaper, classified by sex and age, and by Daily and Sunday editions. 


OFFICES: NEW YORK « CHICAGO + SAN FRANCISCO . LOS ANGELES 


«een ASSOCIATED WEEKLY IS THE ALL-INCLUSIVE NAME FOR THE MAGAZINE AND COMIC SECTIONS OF THESE 12 LEADING SUNDAY NEWSPAPERS 
al 


SAN FRANCISCO CHRONICLE OAKLAND TRIBUNE SACRAMENTO UNION LOS ANGELES TIMES LONG BEACH PRESS- TELEGRAM SAN DIEGO UNION 
PHOENIX, ARIZONA REPUBLIC PORTLAND OREGONIAN TACOMA NEWS.- TRIBUNE SEATTLE TIMES SPOKANE SPOKESMAN - REVIEW SALT LAKE TRIBUNE 
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BUREAU STARTS. 
FIRST NATIONAL 
JOINT CAMPAIGN 


Cooperative Effort Opened for 
Electric Ranges 


New York, March 24.—Tying in 
with the Electric Range Spring 
Showing, to be held April 11-30 by 
dealers throughout the country, the 
Modern Kitchen Bureau will launch 
a national campaign to promote the 
sale of new model electric ranges, 
according to complete plans mailed 
to utilities and other dealers this 
week. 

Signalized as the first cooperative 
national campaign for electric 
ranges, the advertising will first ap- 
pear in the April issues of The 
American Home, Better Homes € 
Gardens, Good Housekeeping, Ladies’ 
Home Journal, McCall's, and 
Woman’s Home Companion § and 
will be supported by local newspaper 
advertising, editorial matter on 
women’s pages, radio spot announce- 
ments, meal planning books, posters 
and numerous direct-mail and point- 
of-sale pieces. Providing continuity 
for the promotion, a special plan 
book, entitled “The Ghosts Go West!” 
has been prepared for the guidance 
of dealers. 


Feature Haunted Kitchen 


Headline themes of the advertise- 
ments will be variations on the idea 
of “the kitchen that was haunted” 
by the twin ghosts of high operating 
cost and slow cooking propensities of 
electric ranges. How these ghosts 
were eliminated will be portrayed by 
means of cartoons, with the final 
blurb having the housewife announce 
that “Now, I’m a money-saving mod- 
ern, too. And I’m thrilled about elec- 
tric cooking!” 

Two slogans will be featured: “See 
the new electric ranges today. . .” 
and ‘Fast, clean, low-cost cooking.” 
Advertisements will carry the follow- 
ing brand names: Crawford, Electro- 
master, Estate, Frigidaire, General 
Electric, Hotpoint, Kelvinator, L. & 
H., Monarch, Norge, Quality, Stan- 
dard, and Westinghouse. 

Sales material to dealers points 
out that while in 1933 only one elec- 
tric range was sold to each 15 gas 
ranges, in 1936 one electric range 
was sold to each five gas ranges. 
With the product firmly established 
commercially, with kilowatt rates 
nearly halved since 1918 and with 
yearly sales steadily mounting since 
1933, the bureau feels that the time 
is ripe to push electric range sales 
on to all-time highs. 

As described in ADVERTISING AGE 
of Jan. 3, the range campaign is one 
part of a three-fold program pro- 
moting “the modern kitchen,” sepa- 


rate campaigns having been worked 
out for electric refrigerators and 
water heaters. Dealers are urged to 
set up local modern kitchen bureaus 
and to make use of “kitchen plan- 
ning” as a sales tool. 

According to the bureau, home- 
makers are more susceptible to ad- 
vertising based on a modern kitchen 
appeal than to advertising featuring 
one appliance. It is asserted that 
the necessity to “carry on a continu- 
ous flow of paid publicity” has been 
made evident by tests and that ‘“mod- 
ern kitchen” advertising is not to be 
considered institutional in nature 
but as a highly efficient type of sales 
promotional effort. 

The New York office of Ralph H. 
Jones Company, Cincinnati, is han- 
dling the account. 


3 to Bennett & Snow 


Bennett & Snow, Inc., Boston, has 
been appointed agency for the follow- 
ing accounts: Elizabeth Canning 
Company, Charlestown, Mass., canner 
of lima beans; Rust Master Com- 
pany, Boston, manufacturer of auto- 
motive chemicals, and the Duro Mfg. 
Company, Lynn, Mass., maker of 
manifold valves for the oil industry. 
Newspapers, radio and direct mail 
are scheduled for the first account, 
with trade campaigns planned for 
the second and third. 


New G-E Magazine 


“Fact, Thought and Imagination” 
is the title of a new publication 
issued by General Electric Company 
under direction of C. M. Ripley, de- 
voted to “new angles” on the electri- 
cal business. 


Goodyear Creates 
Life Guard Corps 


Akron, O., March 24.—As the first 
step in an intensive sales and adver- 
tising campaign on its new “Life- 
guard” inner tubes, Goodyear Tire 
& Rubber Company today established 
a new sales department composed of 
picked salesmen to be known as “Life 
Guards.” The new division, under 
R. S. Wilson, vice-president in charge 
of sales, is headed by Victor Holt, 
Jr., as manager of the Life Guard 
Division of the tire department. His 
staff will include one Life Guard 
specialist for each of the 46 Goodyear 
sales districts. 


Radio Agency Expands 

Radio Feature Service, Inc., New 
York, has moved to new quarters at 
10 E. 49th street. An Illinois cor- 
poration has also been formed in Chi- 
cago as its representative there. 
George D. Livingstone, formerly in 
the publicity department of Columbia 
Broadcasting System, is president of 
this company which will be known 
as Ferris & Livingstone, Inc., and 
will be located at 75 E. Wacker drive. 


Shondell to Topics 


Tate Shondell, formerly vice-presi- 
dent and advertising manager, Insti- 
tutional Publications, Inc., has joined 
Topics Publishing Company as West- 
ern manager of Food Field Reporter 
and Drug Trade News. His head- 


quarters will be at 43 E. Ohio street, 
Chicago. 


berating 


Thousands of ready-to-use illustra- 
tions, on all subjects, are available 
for your inspection. Write, wire or 
phone 


KAUFMANN & FABRY CO. 
425 S. Wabash Avenue e Chicago 
Telephone Harrison 3135 
106 West 43rd St., NEW YORK. Phone Bryant 9.6682 
SE tA ANOLE PAS ES Se RRR TS CR 


STOCK PHOTOS 


DISSECTING OSCALOOSA: SAMPLE U.S. TOWN 


¢ Astonishingly enough, no one before ever under- 
took to make a microscopic study of the U. S. town 
as a business. What are its “imports” and “ex- 
ports”? What is its balance of trade? What controls 
its prosperity? To find out, ForTUNE statisticians, 
and reporters swarmed into Oscaloosa, Iowa. Setting 
up a “customs house” they pried into the lives of its 
10,000 people, checked their earnings, what they 
spent for coal, taxes, rent, food, basic items. They 
tabulated business inventories, buying records, cus- 
tomers. And from this comes a strange, never before 
seen picture of the U. S. town. See OscaLoosa vs. 
Tue Unirep States, page 55. 


PORTRAIT OF TRUST-BUSTER ROOSEVELT | 


© Slaying the big corporation dragon, if you re- 
member, is no new Presidential pastime. Such rever- 
g phrases as “representatives of predatory 
wealth” and more aptly “certain malefactors of 
great wealth” are not from current speeches, but 
spring from that phraser of phrases, Roosevelt the 
First. You will enjoy this story of T.R.’s life, and 
his voter-pleasing Government suits against Big 
Business. See RoosEVELT THE First, page 69. 


how's that prodigy —air conditioning ? 


¢ Remember you were going to have spring 
in your home all year round? (So said the Sunday 
Supplements). And what happened? Movies got it. 
Stores. Pullman cars. Chewing gum factories. Even 
cow stables. But with sales eleven times 1929 levels 
still this industry has tapped no real consumer 
market. What markets are opening, you will find on 
page 87, WEATHERMAKERS: Carrier Corp. 


The great A&P: profit grabber or profit sharer? 


¢ Have the political orators who brandish chain-store-throttling 
bills cornered a genuine bogie man? Or are they merely shrewd 
vote-getters? Do the low prices of chain stores actually force the 


individual store out of business? Why doesn’t somebody nudge 


and a glowing opportunity for 


the sleeping consumer to see how he is going to relish paying 
8 to 10% more for his groceries, thanks to politicians? FoRTUNE 
studies trends in legislation, looks into A & P books, finds 1,200 
stores closed last year, profits dropped 46%, a maligned industry, 


a big-time public relations job. 


See A & P Gores To THE Wars, page 93. 


* all aie ten # “tes Fs 2 ¥ ss ted © . <P $20 a fi Q =" — 
oe ea ‘ ink o., ; eci a Pe E ih flat, Rui Xo -_— ae 
a are ae = ¢ % 3 rt i Fools Ls} a ats. - Ps a lg ee § 4 
ie ais t ape ¥ ’ at my 6 ae cl igs 23 . v easy & ge ; : ; ate 
: 2% pr en i i mee . ; : ee pes 
: a 4 ss ~ - A Tt, Po : Pp Psi a 
a“ A ae . 
Ss a 
| a a a te a a St a A ct ne sn Me RN ER ni aa Ra 
: | ttsti‘(i‘(séd | (ee || 
| 
Po 
it} 
‘ | 
a | 
J 
| 7 
: : 
. . 
“! : 
oe ace + 
| ge gi TE i Bi EE NTT TE oS SY 
ae ee | 
BE on hve 
ce aie ale 
‘(De any i ae 
i i ri aia 
a Sa 
ae 
s wg . 
pen 
igh ee 
er eA : 
Supa RS. 
Fin eee. ‘a 
Be o fe : 
ee Pt 
dei) Sem se J 
* SAS ASE 
eee Bee ee 
ges al eres 
Paar NE: asia 
ca ee ho 
12 Sai Mer 
RY bow is : 
Rah chap drs * ° » Ab pt 
eae Pere 2 
es ae «€ . 4 
ee ns N ws ao 
eerie) > > be ee cee. ee 
a: aT Ee a OS OR a 
aie oD aaa : rs ‘wy - i gre NMR ara. to pS sae nae eas Nn cot big 
_ . " saa” Mae ope #3 ys = ae = o4 Ang ee Says. ae : ais 4 <a 
A, aaa See awe ean oe a Gee ene ek Souls Mt etiercth Wet ee, | 
Bl e | HR Pr tery igen Sen ory es Bs eee “, he a — ; i Bes A - 2. = i ee We ae aici A oe - “a 
ae itera a ahs lS naar amet, | SA ay me 
; a de CR eas alt , Ce ay ae eine ‘j tg 
Mi tii Be Sey i 
Jee ere : ca 
Dao eee ; = 
Sa oa 
» gE ACR SF 2h 
ee Paty ; 
ae ese es 4 
Vee Si Sita eae : a ig 
iii ws 3 
eta? : ae F ae 
ee Ee i ; = 
eae ha hing bla aio? bi - : ge 
ee cers we aa : eel. San a 
“ee a ee eo " ” dee, % ; ee 2 ey pe Re 
" wd AV — * PA ee aa ae hat Nes ee ie 
Stes ke ) SAN A, ) ‘ — = oy = : hr 5.* (ene ty \ ee 
Sete Ane: ~ WS, ae ae J) BY! OD, Ty, A a — - 7 oe : E ee ag . re 
Re gee mes LOS x Ne ee U; Ca ere RE ie F cones ie ah met, : Rot 
- aia RSs ~~ : > —_ ee 6 saat ru port see ae Pie cc | SI > ed : ee : ae a) 
Bios 2. We Sa = Re BS —— Vee eae Gee eens: eae a —- 2 
= NE .s ' . S Ss SS = _., = ae iy Uy “< Sele Heer seme er tate ae . : 7 as ee a 
ee: se ISS ES ag : y ee eee ere nt an) pean) See 
the . Fag Reet SSS Pn’ De ie 4 4 ae eos awe Be toes ot acs ee eae eae. el’ 4 " 
OS a A ) Ate (4 “4 * , yz 7) \ ae 4 ls a oe io ii ase = Went Maus: ; a | e ; 
oe. : 2 ’ Ge ee G WA FIN iP, Pings : 4 
A peer ees, + ana 1 » 4 iy i > 
at ss ame z “ae Bs \ ne Va a 
. SS Fag Gf Xe \ Halle wesc BRTUN 
Re WAN NG) ee 
We ys Ai aS,“ a. i a 
| CC cy AMIN A as 
‘ \ , , aa y 2 i} 
he Dy” SF! a 2 | ENO aed Uk, 
Be > ie AY FU: a Vij dy j (\ ait = 
ae C YS ee oe”) we y } Wn a’ = 
x h ot *e ange = \ E 4 \ ) ——— 
| LA oo ’ Day! ‘A W ip vi _———— ce 
hs -a\ ek 't, W Ze: Yy “ " 
PAE. A Ne te i , 
{i peat . PY A f j D> ~~ % 
"f ly “ ft be As 4 & a ev at Y, OLN ‘ 
earn eae / So aN Zh AWS 
Eas i. ie, amen oA: << 77 “ “Us 
ot: sii v4 . Lt. ae 4 f <G Me, 
sees oc Sa "hy rT \ > < : \S y ee a) = 
a ree. We in AS —— >a z — /2 
ee: ian Vio ea oy) , SS = 2 G 
guerre th. red > 34 ——=$._ ——__ al SS ‘ Z3 
: \ RES 2 ———— =?—x— Srey 
ee ere aes Tr eet ——- = : = = 
eae Te = a Cpe 
eS ee be * Co, a — ee ‘~~ 
aero a iVip: =e S.7/ Se — == ; 
ek ees c = ae a 74 —— A a 
: ~ "4 ae fa KS weg Visto) - 7, S = 
eae Sa ~ Y= =—/—* 
ica pack \ Wi —.< 2 se 5 
epee tes Se a ee igs ec 
’ ee ae me * a SS: Se SSE oar? na —_ - ~ ore . 
a ee) 
ee oe ooeeeeeoEeEeEeEoEeEeEeE—E—E——eE——E—— 
Gey ben pegs e Ps 
He Soe Yom: Pa , ae 
aia i, FF 2 4 
eee en fie 
Sage a wb’ Ps, ; 
oie ee ae (fs Eee aie ty 
as oe P ey, ae | Es 
Es wee, fA oeee  — a 
ee ee : ee 
ce Le ae ae et pe : i ; 
ae oe " hs os ¥ ' 
- me eon e ps oe Re | ~~ oS — sg i) ‘ : gs = * bee % ts : i, iol F : us s Sat oie , 
as Bias ee eA % mA sa Cons 28 | 5 7 ee # ’ ‘ a, Bs RSA Pr og Soe Te 4 
ea E ee as ] * % i a ‘ 8 r . . ee ot <“¥ Om cone eg 3 ie 
ie ie - 4 - * A 4 ae. P .s win nie ny 
See Fes 3 i t. 4 " 2 ites 1 On ae ts ‘ ws 7 
i oe bs . % ' ON ONES eal aes ri me : 
. : Bea of ¥ . f bees ti acca. “ 
Mees re a : _ # . iti TMM nn a: aa 
ae I cs Ms ee a i Se 
e ate: om Pe. eae an Poa. weet) ee i . = P 
So ea age ae ee jeanne Na oe eet see * 25 eo ae 
oe oe B.%. e: a r sal | ‘ ee ee ae ee ae 8 ae is. 
i agenda il Sa : , = NT eee ae aoe at v bl a | 
ate ae nike 6 ie. Bas f gn ae en! eed BOS OS tS ka "se TD en 
Sea Me F< e2 a } ea b : AE Eo. os fe Ee eee 4 a ie na 
“ Sree 3 : : Reaaen ae Se” é a 1 A ae ition ie il 
Nea gig Oh i “i, ; a Bad re ae Pohl Fs ra ea ce eS a it Bch re en * r 
aS _ NG tee ie: > ee oo eo ae 
Bere sr, - Sate rs = ae ate eS 
: eee ee pri pas saa He eae: aoe, Dae oo ee 
i a \aat otk ie WAR epic, aa Se WF ca 
ee 3 re ae aly Bae eS paid ela ns, —— ee nt 
eg Oe Sela mu Se ack ola Piss ; a is. ce 4 : 
> SS ¢ S oe ne * ro cy te PM on. : oe oe i sy sf . 
, x . PE: esi So ae a - 
= 3 ae * pg : ee * ~ i 2 7 @ 
vi >, ~ 8 5, Mae a) . If E ie. ee 
e . a 7 Tikbin J ns gE. Fo ee 
meee oo. ™ 4 Bs oe a oF +» Be Se ; 
Be iol ha as ited - te + : 2 Re a etaen. iar Sal 
peers oe SP La b “a a. ee 
ek ere : ae a : 2” : “ =e 
ee al oe rs :. + Oo a ag 
Fa ne ae Gee. : ee ee _ oa ie 
sien ee oe ee ae af \~e —— i. 
Peis Fat 2 +, he? — ee Saye Sy aa 
Pape eee . 
CROC ee ; 
a Lea Sh) 
ates at”, 
ae ti 
Fr > . Pe * 
: : : “eee Pe siad DAE” Ge Meet tan Mc are Weta SPs ay Sg mayan Ty ae US ‘ ass a 3 aT 
Z 2 o - a Biase ore NN oy es Oe coe > ap Senet - As ing, + as rk Se ae is ay oe 
ress ‘ ghee é = hati ary Se IM cata = Peet ig Pein br mae Fhe Q Se 


March 28, 1938 


ADVERTISING AGE 


11 


— 


Drop Hearings 
on Can Sizes 
with Warning 


Washington, March 22.— Admon- 
ishing the canning industry that 
either it must put its house in order 
or expect Congressional legislations 
that will do it, Chairman Somers of 
the House Coinage, Weights and 
Measures Committee, told reporters 
today that hearings on a Dill that 
would standardize tin can sizes will 
not be immediately reopened. 

Interpreting this to mean that an 
opportunity would be given the can- 


consumers have complained before 
the committee acts on a bill, observ- 
ers were of the opinion that the leg- 
islation (H. R. 6964) will not be en- 
acted at this session of Congress. 

It was the opinion of the chairman 
that not enough purely disinterested 
factual material was presented at 
the hearings, which were concluded 
last week, to warrant action on the 
bill. He indicated that hearings will 
not be reopened until unbiased fig- 
ures as to the abuses in can sizes 
can be obtained. 


Sterret in Sales Post 


Thomas S. Sterret, associated with 
the company for six years, has been 
appointed sales manager of the Cin- 
cinnati branch of the National Bread 


Humphrey Adds Duties 


Willard D. Humphrey has been 
named a vice-president and director 
of Magazine Repeating Razor Com- 
pany, New York. He will continue 
in charge of general sales policies. 


CFCT Increases Power 


Station CFCT, operated by Vic- 
toria Broadcasting Association in 
Victoria, B. C., will shortly increase 
its power from 50 to 500 watts, ac- 
cording to G. W. Deaville, station 
manager. 


Gets Peat Industries 


Peat Industries, New York, has 
appointed Frank Best & Co., New 
York, to handle its advertising. 
Newspapers, magazines and direct 
mail will be used. 


Beau Jardin to Hyman 

Beau Jardin Cie.. New York, 
maker of women’s beachwear and 
bathing suits, has appointed James 
M. M. Hyman, New York, as advertis- 
ing counsel. Direct mail and publi- 
cations will be used. 


New “Star” Rate Card 


The Toronto Star has issued a new 
rate card, effective April 1. Among 
the changes are a separation of Daily 
Star contracts from those for the 
Star Weekly; new preferred position 
and comic strip charges. 


Account to Kircher 
Good & Reese, Inc., Springfield, 
O., nurserymen, has appointed The 
Albert Kircher Company, Chicago, to 
direct its advertising. Radio will be 
used. 


ners to correct the abuses of which | Company, New York. 


ALFRED P. SLOAN, JR, MANAGEMENT TECHNICIAN 


® One of the tests of how big a business dare be, is found in its 
profits. FoRTUNE, in one of its Business-and-Government series, 
turns to look at a company with 260,000 employees, and a mam- 
moth fund of capital that still contrives to be agile, active, and 
profitable. How GM escaped the stagnation, confusion, and waste 
you might expect from such unwieldy size, is best revealed through 
the management job, motivated for the last eighteen years by 
Alfred P. Sloan, Jr. Here you will find his views on management 
and corporation control and a new insight into the man himself. 
See page 73, ALFRED P. SLOAN, JR.; CHAIRMAN. 


HI 


Why don't the railroads marry for money ? 


© Right now, railroads are in the worst financial 
shape in history. 38 of 147 Class I lines are in re- 
ceivership. Employment is down. Dividends are 
down. Bond interest is being withheld. And the 
bondholder is in for a first-class squeeze. “Compe- 
tition” as encouraged by the ICC isn’t profitable. 
(There are actually 10,000 different ways for a 
shipper to get his goods from New York to Dallas, 
Tex.) And why with business alarmingly bad, are 
the railroads with seeming perversity trying to jockey 
the ICC into further rate increases, and ignoring the 
obvious economies of monopoly? FORTUNE examines 
the situation and sees monopoly—by force—as a 
possible answer. See WHERE ARE THE RAILROADS. 


> 


Arachis hypogaea — Mr Peanut to you! 


© Peanuts in the ball park? A trifle. Peanut but- 
ter? A double trifle. But peanuts in bags — and 
salted—ah! There’s an item that cheers the book- 
keepers at the famous Planters Nut & Chocolate Co. 
Just how Messrs. Obici and Peruzzi ran $600 and 
$2,000 respectively into their present business is re- 
vealed in $10,000,000 WortH oF Peanuts. Page 78. 


Before you look at page 99... euess wha 


make of car the man on the street plans to buy next? 
What he now thinks of Roosevelt and his objectives? 
What he blames for the economic decline? What he 
thinks Congress should do first? These and six 
more questions are answered in THE FORTUNE Quar- 
TERLY Survey: XII. 


NEXT MONTH The Radio Industry . . . Federal 


Communications Commission . . . Radio Talent .. . 
South America III . . . Caterpillar Tractors. . . 
Wood of Sears Roebuck . . . Government Housing. 


CALL TO ARMS 


BUY COTTONS - NOW 
SAVE MONEY 
SPEED RECOVERY 


Expanded support for Cotton Week is 

expected by Cotton-Textile Institute, 

New York, indicating wide use of this 
emblem. 


Tate Wins Cup 
for His Brutal 


Copy Criticism 


Milwaukee, March 21.—At the an- 
nual “razzberry” meeting Thursday 
night of the Milwaukee Association 
ef Industrial Advertisers, local chap- 
ter of the National Industrial Adver- 
tisers Association, James Tate was 
awarded a sterling tin “loving cup” 
for presenting the most severe criti- 
cism of the evening. Mr. Tate, adver- 
tising manager of Delta Tool Com- 
pany, won the award for brutal 
frankness in pointing out defects in 
the advertising displayed by mem- 
bers. 

Some of the errors criticised were 
use of label, instead of selling head- 
lines, layouts with too little white 
space, misuse of color both in ink 
and paper, lack of strong selling close 
in bulletins, lack of central theme 
in large printed pieces, failure of 
layouts to emphasize main selling fea- 
tures, Omission of space for dealer 
imprint and overuse and underuse of 
retouching. 

The advertising literature criti- 
cised included material prepared by 
Macwhyte, Koehring, Gisholt Ma- 
chine, Nordberg, Falk, Oilgear, Trico 
Fuse, Waukesha Motors, Cutler-Ham- 
mer, Bucyrus-Erie, Globe Steel Tube, 
Lime Material and other industrial 
advertisers. 

The annual “rough and tumble” of 
the Milwaukee chapter started in 
fun, but has developed into one of the 
most helpful features of the club’s 
work. R. L. Hamilton, sales and ad- 
vertising manager, Dumore Com- 
pany, Racine, was chairman at the 
meeting attended by 45 members. 


Agency Expands 
Salesvertising Associates, Inc., Chi- 


cago, has leased larger space in the 
Board of Trade bldg. 


AREER ORE: RE ARROE LSE CANT EOE 


Complete Broadcast- 
ing Facilities Wired 
and Transcribed 


TRANSAMERICAN BROADCASTING 
AND TELEVISION CORP. 


JOHN L. CLARK, PRESIDENT 


NEW YORK HOLLYWOOD 
521 Fifth Ave. 5833 Fernweed 
MUrray Hill Avenue 
6-2370 HOliywood 5315 
CHICAGO 
333 N. Michigan Ave. 
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Breaking Up a National Market 


The United States is the greatest 
single market in the world, unbroken 
by national boundary lines and tariff 
walls which in other parts of the 
sphere hem in the marketer on all 
sides. Or has that statement be- 
come obsolete? Some current poli- 
cies of several states have already 
raised barriers within the confines 
of continental United States. 

The reciprocal character of state 
laws affecting the distribution of 
beer is a good example of what is 
happening, although it is far from 
the only one. As reported in ADVER- 
TISING AGE, Missouri has banned the 
“importation” of all alcoholic bever- 
ages from Indiana, in line with a dis- 
crimination clause in the Missouri 
liquor act similar to that of Mich- 
igan. The latter, incidentally, has 
been upheld in a federal court as 
within the sovereign powers of the 
state. 

The Michigan liquor control com- 
mission is required by the state law 
to prohibit the sale in Michigan of 
beer manufactured in states which 
discriminate, through taxation or 
otherwise, against the products of 
Michigan brewers. Indiana’s sales 
of beer and other alcoholic beverages 
to Missouri and Michigan are con- 
siderable, and apparently Indiana 
and Michigan have reached an ami- 
cable solution to their difficulties, 
but the basic law and the basic prob- 
lems involved remain unchanged. 

The idea of treating other states 


as foreign countries, and establish- 
ing barriers against importations 
from those sources, is comparatively 
new. Its general adoption will make 
the plan of national marketing and 
advertising, which has resulted in 
the development of domestic business 
in this country on the largest scale 
in the world, difficult if not impos- 
sible. It will eliminate the benefits 
of mass production and distribution, 
including national advertising, and 
lead to the development of purely 
local sources of supply for all types 
of products. This ultimate develop- 
ment may not be experienced, but a 
good start toward it has already been 
made. 

The situation calls for public edu- 
cation on the one hand, in the in- 
terests of free trade among the 
states, and on the other of an in- 
terpretation of the Constitution of 
the United States which will prevent 
the establishment of trade barriers 
by the states. The Constitution gives 
Congress the power, inferentially ex- 
clusive, to regulate commerce with 
foreign nations and among the sev- 
eral states, and likewise prohibits 
the states from establishing imposts 
or duties on exports or imports. Free 
trade was supposed to have been 
established within the United States 
through these provisions of the Con- 
stitution, but it is evident that some 
state policies are tending to destroy 
a fundamental provision of the basic 
law. 


Research in Merchandising 


While product research has been 
regarded as primarily a manufactur- 
ing function, the volume merchandis- 
ers, such as chains and department 
stores, are developing research facili- 
ties which are enabling them to 
establish definite standards of qual- 
ity. Through their inclusion in 
specifications for goods supplied by 
manufacturers, they are controlling 
the standards of quality which they 
are popularizing among their cus- 
tomers through their advertising and 
labeling. 

It is interesting to note that one 
of the most popular departments in 
the Chicago mail-order plant of 
Sears, Roebuck & Co., whose ten 
establishments for handling catalog 
sales and 470 retail stores distribute 
nearly $600,000,000 of merchandise a 
year, is its research and testing lab- 
oratory. Visitors are invited to in- 
spect it, thus receiving a favorable 
impression of the care which is 
taken to insure the establishment of 


correct standards in the production 
of all goods carrying the labels of 
the house. 

Grades have been established in 
accordance with the price levels at 
which Sears goods are sold, but the 
standards are uniform, though the 
prices are not. Thus consumers are 
assured of the maintenance of the 
quality they have learned to use and 
like. 

What effect is this policy of testing 
and research having on labeling? It 
has resulted in a great many more 
products carrying factual informa- 
tion on the labels, and in fact the 
past few years have seen a major de- 
velopment along this line. 

National advertisers have made 
their brands, in many cases, signifi- 
cant as to quality standards, but re- 
tail selling can be greatly improved 
if they will supply through their 
labels the sort of information which 
so-called private brand merchandis- 
ers are distributing so generally. 
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"| know it's a trifle inconvenient, but the psychological effect is better.” 


Sweet and Natural 

Every time we see an Old Virginia 
Brick Company advertisement in a 
magazine or a newspaper, we delib- 
erately take time out to read it, just 
as we would with any other favorite 


rr, 


§ One Feller Got Clean Mad 
; Because Our Brick 
* Wuz Full O’ Holes 


(Being Brick Tale Telling No. 21) 


an 


OLD SALEM BRICK CO. 


Salem, Virginia ; 


TY fa Pathe thes ys OF Paths thats ME Mate thets Te 


feature writer or columnist. Because, 
whether you want to buy bricks or 
not, you can be sure you'll get a kick 
and a chuckle out of the unconven- 
tional copy that Old Virginia wraps 
up in its ads. 

You can’t read all the small type 
in the Roanoke Times copy shown 
here, but the headline gives you an 
idea of the style, and the P. S. gives 


you an even better idea: “All our 
brick is burned to 2,000 degrees. 
That’s hotter than you'll ever be 


unless you go there to stay.” 

But don’t get the idea that this 
company’s copy is full of philosophi- 
cal material that has little to do with 
bricks. It’s all straight, hard-selling 
copy. only it’s written in brickyard 
language, and with a total absence 
of the usual advertising phrases. 


It's a Big Country 
It seems that some advertisers still 
forget that the United States of 


America is a mighty big country, 
with a great variety of climates. For 
instance, H. J. Quilliam, manager of 
Station KIRO, CBS outlet in Seattle, 
tells of receiving an order for time 
of 


in behalf an anti-freeze. Since 


Ad-libbing 


Seattle has only a few days during 
the entire winter on which the tem- 
perature falls below freezing, he de- 
clined the business with thanks. His 
very logical explanation is_ that 
media owners have a responsibility 
for advertising results which should 
eliminate expenditures which  ob- 
viously have no chance to come out 
on the right side of the ledger. 


The Last Stronghold 


A brief item in the newspapers this 
week to the effect that Chairman J. 
Warren Madden of the National 
Labor Relations Board has said that 
the board plans “no further action” 
in the case of Hartley W. Barclay, 
editor of Mill & Factory, who defied 
an NLRB subpoena some time ago 
and thereby created a sensation, re- 
minds us that the business press con- 
stitutes the last stronghold of vigor- 
ous, fighting personal journalism 
which made men like Horace Greeley, 
Charles Dana and Henry Watterson 
known throughout the land. 

By and large newspapers and 
magazines are too big, too extensive 
in their operations, and too much 
an “organization job’ to depend very 
much on an editor’s personality, but 
in the business press things are 
different. They are close-knit, highly 
integrated organizations, no matter 
how big they are, and their editors 
are far more generally known in the 
fields they serve than are the editors 
of newspapers and magazines. As a 
result, the editor with a _ strong, 
forceful personality and very definite 
ideas, instead of being hidden by a 
cloak of anonymity and being far 
less generally known than _ his 
columnists or sports writers, has the 
opportunity and the duty of impress- 
ing his field with his own thoughts, 
actions and individuality. 


Jottings 


There must be some kind of moral 
in the fact that when an agency vice- 
president received an invoice for one 
copy of a publication he had re- 
quested, he sent his payment back 
with the comment, “This should be 
framed as a curiosity—the only in- 
voice ever rendered to an advertising 
agency for a magazine!” ... 

Fred Allen poked a lot of very 
pointed fun at the advertising agency 
business on one of his recent broad- 
casts. This nightly kidding of spon- 
sors, agencies and advertising in 
general is getting serious. Maybe 
there ought to be a law... 


Information 


for 
Advertisers 


The following documents may be 
secured without charge from com 
panies sponsoring them, or through 
ADVERTISING AGE, by any national ad- 
vertiser or advertising agency execu 
tive writing on his business letter- 
head. 


No. 1320. A Survey of Buying Powe) 
and Newspaper Coverage of Dal 
las, Texas. 

The Dallas Morning News and The 
Dallas Journal have issued this folde: 
which contains a zoned map provid- 
ing an analysis of homes, home-buy- 
ing power and the city coverage of 
these newspapers. The folder als 
discusses coverage of the cities and 
towns of the 37 counties in Dallas’ 
retail trade area. 


No. 1321. Sampling Procedure. 


This folder, issued by Forbes Litho 
graph Company, contains a thorough. 
going study of sampling as a mer- 
chandising tool, discussing the sev- 
eral groups of sampling operations. 
types and varieties of packages avail 
able to the sampler, and listing some 
helpful answers to questions on the 
subject. 


No. 1318. City—Town—Farm. 


In this new brochure, WHO, Des 
Moines, analyzes its market under 
the three classifications of city, town 
and farm, tells who its listeners are 
and how they live, and offers a com- 
plete market index of its listening 
area. The brochure also outlines 
programs, management, dealer influ- 
ence and special services rendered by 
the station. 


No. 1319. The First $10,000,000. 


In 1938, the U. S. reading public 
will pay $10,000,000 to read Life, ac- 
cording to this booklet. In an inter- 
esting reader analysis, Life tells 
what this sum will be paid for, how 
and by whom. 


No. 1313. How 60 of the Biggest Ad- 
vertisers Bought Space in St. 
Louis During 1937. 


For 28 years the St. Louis Post- 
Dispatch has issued an analysis 
showing how 50 or more of the larg- 
est advertisers in various classifica- 
tions bought space in all St. Louis 
newspapers. This new study offers 
a breakdown of advertising linage 
by classification, and by individual 
advertiser, in St. Louis dailies during 
1937. 


No. 1307. The Merchandising Policy 
of the Yankee and Colonial Net- 
works. 


The comprehensive merchandising 
co-operation of the Yankee and Co- 
lonial Networks is described in this 
16-page booklet. The ten points in 
the nets’ sales-help policy are cov- 
ered in detail. 


No. 1304. 
terday. 


In this colorful booklet, Cosmopoli- 
tan spreads out examples of its edi- 
torial contents, and gives pertinent 
facts about its circulation. The big- 
gest share of Cosmopolitan readers, 
the booklet says, are between the 
ages of 25 and 35, in the age of 
accumulation. 


Greater Today Than Yes- 


No. 13805. KNX, The People’s Choice. 


Issued by radio station KNX, this 
folder tells about the results and the 
survey method used in checking Los 
Angeles stations’ popularity durits 
1937. The survey presents the Tr 
sult of 72,000 telephone interview® 
made during one complete week '9 
each month. 


No. 1308. What! Skyscrapers " 
Africaf 

Farthest from the average persoD$ 
idea of “darkest Africa,” phot® 


graphs and figures in this market 
analysis, issued by African Ass 
ciated Newspapers, Ltd., offer 2 P!° 
ture of modern cities with tall builé 
ings, movie theaters and prosperou® 
homes, with the story of an expa!” 
ing market for American goods. 
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ERE is a market that contains 200,567 families, 861,279 

people, with more than a quarter of a billion dollars 
to spend each year. What is the most effective method of 
covering this market with your advertising message? 


$270 a month will buy a thousand lines of space in The 
Nashville Tennessean and in The Nashville Banner, the only 
major newspapers in the market. These papers have a known 
predetermined coverage of the market. There is no guess 
about it. Your advertisements are reproduced in a visual 


Nashbille 


=. Banner 


ville Market 


medium, one which has a twenty-four hour survival value and 


for which readers pay more than a million and a half dollars 
a year. 


Isn’t it wisdom to choose the medium with a known cover- 
age, with known audiences; newspapers which are prized so 


highly that more than 1% million dollars are paid each year 


by readers for the privilege of receiving the news—morning 
or evening? 


‘THE NASHVILLE TENNESSEAN 


Mowing Sunday 
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Voice of the Advertiser 


* This department is a reader’s forum. 


Bigger, Better Gnomes 


To the Editor: The text under a 
photo in your March 14 issue of our 
car cards in the New York subways 
saying, “Success of Walt Disney’s 
Snow White opus is reflected in this 
new Trommer’s Malt beer copy, fea- 
turing the comic elves,” must have 
been written by one who had not 
seen “Snow White.” 

We have been using gnomes for 
more than 15 years. They have 
roamed around on our menu sheets, 
placards, window and counter dis- 
plays, letterheads, calendars, trays; 
and have been pictured on our out- 
door bulletins. For more than a dec- 
ade they have adorned the sides of 
our big bottle beer trucks, and their 
mileage to date is almost incal- 
culable. 

You couldn’t mistake them for Dis- 
ney’s creations; ours are handsomer. 


J. B. MIveRaM, 


Advertising Manager, John F. 
Trommer, Inc., Brooklyn. 


- 


Herald’s Contribution 


to Used Car Promotion 

To the Editor: You may be inter- 
ested in the promotion conducted by 
the Washington Herald and Times 
during National Used Car Exchange 
Week. This took the form of a 
series of daily reproductions of 
license plates of cars three years old 
or more which were found parked on 
the streets of Washington. 

Owners of the cars whose license 
plates were featured were eligible 
for a $25 credit on the purchase of a 
used car from one of a specified list 
of dealers. 


GeEorRGE R. Trrus, 


Promotion Manager, Washington 
Herald and Times. 
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° 
Spring Is Here 

To the Editor: At a recent bad- 
minton tournament held at the Com- 
munity House in Winnetka, I was 
surprised to discover a half dozen 
advertising men _ playing. George 
Dunscomb and I were entered from 
this office. Stuckslager of Vogue, 
Bolle, who has his own representative 
business, and several others joined 
me in a discussion of “why not a 
Chicago advertising Badminton Asso- 
ciation,” patterned somewhat along 
the lines of the Chicago Advertising 
Golf Association. Everybody seemed 
to agree that the way to feel out 
interest in this was to hold a tourna- 
ment this spring—within the next 
few weeks. 

It occurred to me that there was 
no surer or quicker way to pass the 
word around than if you would carry 
some kind of announcement in Ap- 
VERTISING AGE. Anyone interested in 
this tournament should communicate 
with Agate Martin, athletic director 
of the Community House in Win- 
netka. Agate has agreed to run this 
tournament in his own inimitable 
manner. Those playing in the tourna- 
ment could then get together for a 
discussion of where we go from 
there. 

I see no reason why something of 
this kind couldn’t develop into some 
system of round robin play, with per- 
haps a spring and fall tournament— 
if the proper interest be shown. 


Burt CocHRAN, 
MecCann-Erickson, Ine., Chicago. 
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First Blotters? 


To the Editor: I am enclosing sey- 
eral advertising blotters, 21, x4 in- 
ches, which were produced and dis- 
tributed in 1914. R.G. Dunfee, agent 


Letters are welcome. 


NEW STOP SIGNS APPEAR IN ST. LOUIS 
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Grove and Super-Shell conceive the same idea simultaneously. 


Stopping St. Louis 

To the Editor: Looks as if there 
might have been collusion between 
the layout men who designed the 
posters in the attached photograph, 
or maybe it was just an accident. 
But anyway the posters blossomed 
out on adjoining boards one day last 
week as thousands of St. Louisians 
hurried down Market Street on their 
way to work. 

Of course the word “Stop” was a 
glaring shade of red on both post- 
ers. Our cold-killing friends, Grove’s, 
varied the color scheme a little by 
putting the rest of their “punch line” 
in blue instead of Shell’s green. 

Possibly it proves that even great 
creative minds run in similar chan- 
nels. 

L. A. WHERRY, 

Promotion Department, Ralston 

Purina Company, St. Louis. 
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Publicity of Serials 
Worries This Student 


To the Editor: As one who has 
just completed requirements for 
graduation from the School of Jour- 
nalism of the University of Missouri 
and still has plenty to learn about 
the worthy profession of advertising, 
I would like to ask the question, 
what is the radio and advertising 
world going to do about the growing 
number of daytime serials on the 
air? 

As an interested student of adver- 
tising, I have watched these serials 
grow until it seems one follows the 
other without any decided break in 
the type of entertainment. While I 
realize women comprise the greater 
part of the daytime audience and 
the selection of this type of program 
by large advertisers is a decided 
boost to the radio business, it seems 
reasonable to assume such a schedule 
will result in distinct disadvantages 
to the advertisers and radio concerns 
who wish to maintain a listening 
audience. 

In the first place, nearly all of the 
serials are of the same length and 
similar as to characters and general 
trend of the scripts. The housewife 
tunes in and perhaps listens for 
hours at a time. Does not the simi- 
larity of the preceding program kill 
the interest and advertising message 
of the one following? Again, it seems 
possible that in households severely 
cursed with the existence of none too 
favorable domestic relations, the 
prostrate husband might sue for di- 
vorece on the grounds that his wife 
spent all her time listening to the 
adventures of radio land characters 
and was very indifferent to the 
kitchen and her duties as a wife. In 
many homes the radio is far removed 
from the kitchen and the wife has 
to leave her housework to enable her 
to get full enjoyment from programs. 

Then it seems the advertiser might 
give more serious consideration to 


is a question as to the woman’s re- 
ceptiveness for Ivory’s commercial 
announcement after listening to a 
dramatic moment in Mary Marlin’s 
life that is suddenly cut off by the 
termination of the 15-minute period. 


Perhaps she is so interested and 
excited over Joe Marlin’s plane crash 
and if he will be found alive, that 
the commercial announcement be- 
comes a mere booming sound of 
meaningless words. 
GorpoNn MOorFfrirrt, 
Mill Grove, Mo. 
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Air Lines Are United 
on Advertising Policy 


To the Editor: I was much inter- 
ested in the story of TWA’s adver- 
tising plans as reported in ADVERTIS- 
ING AGE of March 14, pointing out 
that it will be devoted to education 
of the public about the comfort, 
safety and advantages of air travel. 

There definitely is no difference of 
opinion in the industry over the fact 
that by and large, “fear” is the 
major sales resistance to air trans- 
portation and the more quickly the 
airlines educate the public to the de- 
pendability of modern flying, the 
greater the number of air travelers 
will become. 

In this connection you may be in- 
terested in the attached examples of 
advertising United Air Lines has 
sponsored in newspapers and maga- 
zines since the first of the year. We 
have enjoyed favorable comment as 
well as tangible traffic response to 
this advertising, which we have long 
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ou UNITED AIR LINES Sc. 


How United is alleviating fears of 
travelers. 


felt is far more productive than sup- 
erficial competitive advertising. 
R. E. JOHNSON, 
Director of Advertising, United 
Air Lines, Chicago. 


..... at Houston 


You can see where you're head- 
ing in this prosperous, stable 
market. The low ceiling which 
makes selling a matter of blind 
tlying in most cities of the 
United States does not exist at 
Houston The sun of good busi- 
ness shines brightly here. The 
sales visibility is unlimited .. . 
the sales possibilities are un- 
limited! 

Brooke, Smith & French, Inc., 
reports Houston the third best 
trading area in the nation as of 
February 28. On that date Hous- 
ton was 1 per cent above nocx- 
mal, while the United States was 
37 per cent below normal. 

Forbes’ Business Pictograph 


for March 1 high-spots Houston. 
Brookmire and Babson have pre- 
dicted continued improvement 
for Houston against decline for 
the nation. 

Houston ranked sixth in the 
nation in volume of construction 
for the first two months of this 
year .. . Houston department 
store sales for January were 11.9 
per cent above last year... bank 
clearings for February showed a 
$1,481,596 gain . . . employment 
was up 9.1 per cent and pay rolls 
up 13.9 per cent as of January 15. 

You can sell in Houston . 
easily and profitably ... and you 
“ride a tail wind” with The 
Houston Chronicle behind your 
product. 


CEES PE ety BP 


THE HOUSTON CHRONICLE 


LEADS THE STATE IN NATIONAL ADVERTISING 
FIRST IN HOUSTON—IN EVERYTHING 


for the Metropolitan Life Insurance 
Company, whose name appears there- 
on, claims to be the first person to 
use miniature blotters for advertis- 
ing purposes. 

I wonder if any of your readers 
can substantiate this. 

HENRY D. BEISNER, 


City National Bank, Tiffin, O. 


the type of entertainment in relation 
to his commercial announcements. 
To sight a specific example, Procter 
& Gamble’s Mary Marlin program is 
rather dramatic and sufficiently ex- 
citing to stir the emotions of the 
average woman. Of course, this is 
necessary to some extent to maintain 
interest from day to day, but there 


R. W. McCARTHY 


THE BRANHAM COMPANY 
Manager National Advertising 


National Representatives 


FIRST IN CIRCULATION AND ADVERTISING FOR OVER A QUARTER CENTURY 
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Conditions Are Different in 


CANADA 


Business conditions are different in Canada because 
economic and political conditions are different. Canada 
is a “good neighbour” with a sympathetic interest in the 
affairs of Empire, of the two Americas and of the world 
at large. She has a specially neighbourly interest in con- 
ditions prevailing in the United States. 


But psychologically, economically and politically, Canada 
responds to stabilizing influences peculiarly her own— 
influences that have become even more pronounced since 
the turn of the year. 


Canadians are a careful people. They have acquired from 
those Northern folk who have combined to build this 
Nation, English stability of purpose; Scottish caution; 
Irish imagination; Welsh shrewdness; the cold business 
logic of the French; a belief in hard work; respect for the 


Law; religious faith; scorn of the improvident. 


These are among the reasons why “the impact upon 
Canadian industry of the downward trend in world 
economy has been less severe” than either neighbourly 
or world-wide concern might otherwise lead one to expect. 
For those who like figures with their facts, here are 
pertinent details about the Canadian market: 


Unemployment in Canada, on the basis of population, is 
currently estimated at about one-fifth the unemployment 
in the United States. 


Canadian farmers’ cash income for 1937 is the highest 
since 1930; the outlook for the 1938 crop yield, with 
the improved moisture situation in the Prairie Provinces, 
is the most promising in .many years. 


Industrial production in 1937 was 30% greater than in 
1926, the base index year; only in 1929 did industrial 
employment exceed the level maintained in the second 


half of 1937. 


Canadian history, standing at $452,000,000. 


Dominion Government receipts for ten months of the 
current fiscal year, April 1, 1937—January 31, 1938, 
exceed disbursements, leaving $23,809,266 surplus. 


Canadian foreign trade for the twelve months ending 
January 31, 1938, shows Canadian produce sold abroad 
in excess of one billion dollars and foreign goods imported 
in excess of $800,000,000 —a favourable balance of 
$330,000,000; over $30 per capita for every man, 


woman and child in Canada. 


Commodity Imports for the year ending January 31, 
1938, compared with the year ending January 31, 1937, 


show significant increases: 


Automotive, 40.8%; Farm Implements, 84.3%; 
Machines, 61.2%; Railway Cars and Parts, 136%; 
Electrical Apparatus, 40.2%; Iron and Steel, 
50.7%; Nonferrous Metals, 33.7%; Musical In- 
struments, 32.4%; Washing Machines, 50.8%; 
Agricultural Products (not foods), 30.9%; 
Wood and Paper Products, 23.1%; Settlers’ 
Effects, 18.8%. 


Imports by Provinces for the same two periods, reflect in- 
creased dollar buying from the Maritimes to the Yukon: 


Prince Edward Island, 17.6%; Nova Scotia, 17.3%: 
New Brunswick, 17.4%; Quebec, 24.8%; Ontario, 
26.9%; Manitoba, 21.2%; Saskatchewan, 12.6%; 
Alberta, 34.9%; British Columbia, 18.2%: 
Yukon, 58.1%. 


Canadians have money in the bank. Well-to-do families 
here, as elsewhere, are magazine-reading families. In over 
1,100,000 “able-to-buy” homes, the national magazines of 
Canada reach an interested and favourably disposed audi- 
ence for whom these publications are especially edited. 


Steel production for 1938 has already shown a CANADA'S MAGAZINES Canadians from sea to sea read Canadian 


marked increase with substantial orders booked. 
Non-ferrous base metals recorded steady gains in 
1937; Copper production being 28.2% up over 
1936; Lead, 9% up; Zinc, 9.4% up. Total mineral 
production during 1937 was the highest in 


magazines with confidence and belief. 
And nation-wide coverage and pro- 
portionate dealer support are delivered 
to the magazine advertiser in Canada at 


SELL CANADIANS surprisingly low cost. 


Business is Good in Canada 
BUDGET ACCORDINGLY 


Canadian Magazine + MacLean’s Magazine « Chatelaine 
National Home Monthly - Canadian Home Journal 


NATIONAL COVERAGE FROM SEA TO SEA 
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ADVERTISING AGE 


March 28, 1938 


Sears, Roebuck 
Sells Some of 
Its Time Paper 


Chicago, March 24.—Two plans for 
financing at least a part of its in- 
stalment accounts by outside insti- 
tutions were put into effect by Sears, 
Roebuck & Co. in 1937, General R. 
E. Wood, president, disclosed today 
in releasing the company’s annual 
report. 

Both of the innovations are based 
on the outright sales of customers’ 
accounts. Under this arrangement, 
Sears, Roebuck & Co. sets aside pro- 
portional reserves, against which all 
losses on accgunts sold are charged. 


In both cases the company continues 
to handle collections, thus retaining 
contact with and good will of cus- 
tomers. 

The company’s sales for the fiscal 
year ended Jan. 31 were the highest 
in history, amounting to $537,242,000, 
compared with $494,968,000 in the 
preceding year, which in turn, broke 
all records. The mail order division 
accounted for only 38 per cent of the 
current total. It was only a few 
years ago that retail sales reached 
50 per cent. Net profit for 1937 was 
$30,828,248, $200,000 above the previ- 
ous year. 

General Wood said Sears paid 
taxes of $14,000,000 last year, in ad- 
dition to acting as tax collector for 
sales and occupational taxes amount- 
ing almost to $6,000,000. 


Tide Water Oil to 
Broadcast Track Meets 


The Associated division of Tide 
Water Associated Oil Company will 
sponsor broadcasts of 20 track meets 
during the spring season. 

The track sportscasts will include 
all important meets held among Pa- 
cific Coast conference and independ- 
ent colleges, ending with the Pacific 
Coast conference championship at 
Berkeley May 21 when a 25 station 
Mutual-Don Lee network will carry 
the event. 


“Master Barber” Bows 


The first issue of United Master 
Barber appeared March 15. The pub- 
lication is the official organ of the 
United Master Barbers’ Association 
of Greater New York and sells for 
five cents. 


American Sugar Starts 
Spring Advertising 

American Sugar Refining Com- 
pany, New York, has launched a 
spring campaign for Domino and 
Franklin sugars. Domino copy ap- 
pears in black and white and in 
color. Franklin advertising will be 
concentrated in Pennsylvania, with 
sections of the South and Midwest 
also being used. 

The campaign, handled by N. W. 
Ayer & Son, will continue through 
May 30. 


“Star” Advances Two 


Willis Brown, formerly classified 
advertising manager of the Minne- 
apolis Star, has been named retail 
display manager, and Daniel J. Don- 
ahue is new national advertising 
manager. 


to toot his whistle 


Nick PAPULAOS was born somewhere south 
of Athens. Or it may have been north. Nick is a 
little hazy about it himself. He does remember 
Ellis Island, so he says. His sister, Helenes, was 
with the family, too, but Nick doesn’t know 
where she lives now. 


Nick was shining shoes down on Union 
Square when he should have been learning to 
read. He never did learn to write. He was selling 
roasted chestnuts then, and later he worked for 
his brother in a tiny fruit stand over in Jersey. 


Whatever Nick missed in reading and writing 
he made up in arithmetic. And he learned that 
on a popcorn wagon. No one has ever sold finer 
popcorn than Nick. No one that we know of 
anyway, and we've bought popcorn from Grays 
Harbor to Harbor Grace. Great big snow-white 
kernels with lots of rich golden country butter! 
That’s the kind Nick sold. 


For a long time Nick chug-chugged up and 
down the side streets. It was pleasant there. 
There was little traffic to bother him. There 
was no competition. He waved to his friends. 
He made a few sales every hour by ceaselessly 
tooting his little exhaust whistle. But a few 
sales every hour was only a few nickels every 
hour and that wasn’t enough. 


A change came into Nick’s life. It happened 
one spring afternoon. Nick followed a bus 
loaded with children bound for a school picnic 
in the park. There were other busses there. 


There were other popcorn wagons, too. But 
Nick tooted his whistle and the nickels shower- 
ed down. There he learned the lesson he never 
forgot—that to make sales and lots of sales you 
must loot your whistle where lots of people con- 
gregale. People make markets. 


The outstanding leadership of the Journal is 
based upon this same sound foundation of fact. 
Journal circulation is concentrated where the 
people of this area have concentrated in crowds 
in the prosperous populated area in and around 
Portland, key Oregon market. Where over 60% 
of all the income tax returns of the state are 
made, where over 75% of all the jobbing sales 
of Oregon are made. In this area the Journal 
leads the second paper by 10,290 in circulation, 
the third paper by 28,480. 


Year after year more advertisers have been 
concentrating their advertising in this concen- 
trated market that the Journal covers so 
thoroughly. In 1937 the Journal led the second 
paper by 1,925,671 lines. Abundant proof cer- 
tainly that it pays to toot your whistle 
where people of this area concentrate. 


PORTLAND, OREGON 


Reynolds-Fitzgerald, Inc., National Representatives 
NEW YORK ¢ CHICAGO « PHILADELPHIA © DETROIT 
* SAN FRANCISCO ¢ LOS ANGELES ¢ SEATTLE @ 
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EYE, HEART APPEAL 


Center panel in new three-piece display 

being distributed by Eaton Paper Cor- 

poration, Pittsfield, Mass. Maude Tousey 

Fangel created the display, with Forbes 
the lithographer. 


National Copy 
in Newspapers 
Above January 


New York, March 24.—Total dis- 
play advertising in newspapers of 52 
cities declined 16 per cent in Febru- 
ary, compared with the same month 
of 1937, according to the monthly an- 
alysis of Media Records, Inc. The loss 
in classified was much smaller, 6.9 
per cent, making the total advertis- 
ing decline for the month 14.2 per 
cent. 

The total display figure for Febru- 
ary was only 69,269,792 lines, more 
than 13,000,000 lines below February, 
1937, and 1,000,000 lines below Janu- 
ary, 1938. 

While general advertising in these 
newspapers showed the largest de- 
cline, 33.1 per cent, from February, 
1937, the 15,273,020 lines published 
in February, 1938, represented a gain 
of 487,695 lines over January, 1938. 


Automotive Is Better 


Automotive linage continued to run 
far below the figure for a year ago, 
but also manifested a gain of 551,482 
lines over the low reached in Janu- 
ary, 1938. The current linage is 
2,611,107, compared with 3,895,613 in 
February, 1937, the decline being 33 
per cent. 

Financial advertising showed a de- 
cline of 24.8 per cent in comparison 
with February, 1937, and also regis- 
tered a loss of 821,708 lines from 
January, 1938. The February figure 
was 1,493,238 lines, compared with 
1,986,276 in February, 1937. 

Retail advertising showed a loss 
of only 7.2 per cent in February, and 
the decline in department store vol- 
ume was even smaller, 6.3 per cent. 
The current retail linage was 49,892, 
427, and that for February, 1937, 
53,781,156. Department store linage 
for February, 1938, was 20,882,209, 
compared with 22,280,375 for the 
same month of 1937. 
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CIVIC CONSCIOUSNESS 
. » » More than one- 
third of WFBR’s 
time is devoted to 
civic, cultural and 
educational features 


Local flavor 
means local favor! 


In Baltimore, its 
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You cum do it better with ROTOGRAVURE 


@ Only a portion of the success of any advertising 
campaign lies in its consumer appeal. For no 
matter how effective a campaign is in arousing 
the buying urge among purchasers, it cannot 
move merchandise unless it also arouses a sell- 
ing urge among dealers. Rotogravure’s ability 


to do this has been commented on by adver- 


tisers who use it on a national scale. The reasons 
are obvious. It offers a unique opportunity 
to do an outstanding selling job in a medium 
whose coverage is dense enough to awaken 
dealer enthusiasm and whose circulation is con- 
centrated in the areas where the customers of 


the majority of those dealers are concentrated. 
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<(@rporation. 


Established 1872 * Neenah, Wisconsin 


NEW YORK 
122 East 42nd Street 


CHICAGO 
8 South Michigan Avenue 
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March 28, 1938 


ADVERTISING AGE 


FAIR WAGE HELD 
BEST ANTIDOTE 
FOR RECESSION 


Chicago, March 23.—Maintenance 
ef adequate wages to keep buying 
power at a reasonably high level was 
urged here today by Abbott Coburn, 
president of Globe Roofing Products 
Company, as a first essential in the 
war against business recession. 

An ally in this war, he added, is a 
sales policy which bars below cost 
selling, regardless of the size of the 
order or of the promises made by the 
purchaser. This and other discrim- 
inatory tactics, Mr. Coburn asserted, 
not only work injury upon employes, 
but are exceedingly harmful to busi- 
ness in general. 

Mr. Coburn told ApDvERTISING AGE 
that he speaks not as a philanthopist, 
but merely as executive head of a 
company that has managed to keep 
its head above water in spite of un- 
settled business conditions and con- 
stantly fluctuating prices in a highly 
competitive field. Mr. Coburn is also 
president of Coburn Roofing & Sup- 
ply Company, a wholesale outlet or- 
ganized in 1927, seven years prior to 
the debut of the manufacturing com- 
pany. 


Cites Rising Volume 


Sales volume of the manufactur- 
ing company, while not comparable 
to that of some large competitors, 
has risen steadily throughout the 
years to a present figure which places 
the company among the ranks of 
larger “small businesses,” according 
to Mr. Coburn. 

He bluntly declared that many re- 
cent wage reductions, some of them 
with widespread ramifications in 
various industries, had been inspired 
by reasons other than that of neces- 
sity. 

“Several of these companies,” he 
said, “have sought to increase vol- 
ume b 
ing employes ‘pay’ for this action. 
Others launch wage cuts as justifi- 
able economies necessary for plant 
expansion and the like. Still more— 
and I am not a fanatical administra- 
tion adherent—have no other desire 
than to embarrass Washington.” 

Wage cuts, per se, Mr. Coburn 
added, can not always be condemned. 
His objections, he explained, are to 
such cuts without just reason other 
than a “recession atmosphere.” 

“Human beings are like sheep,” he 
said. “If one manufacturer reads 
that a competitor has cut wages, he 
seems to think that he has a perfect 
right to do likewise.” 

Continuous sales effort has also 
paid dividends, Mr. Coburn said. 

“Many companies in our field, some 
of them considerably larger, reduce 
the number of salesmen during ad- 
verse times. We've profited by this 
more than once by keeping our men 
in the field getting orders.” 

Business paper advertising in the 
building material field has also been 
‘ontinued by the company, he added, 
With copy appearing in several pub- 
lications covering the Midwest ter- 
ritory served by Globe. 

Seasonal lay-offs have been averted 
‘o a large extent, Mr. Coburn ex- 
Dlained, by inereasing inventories 
during slack periods. 

“January, usually a slack month 
for us, Was made less so by offering 
delivery on orders dated as of Feb. 
1, payable March 10. In this way we 
ware able to keep our plant going. 

' ‘During December, we were forced 

> close down for a time due to lack 
ad business. This, however, did not 

a cur regular payment of 
s -''lstmas bonuses. 
Phin or it was necessary for a 
th riod to reduce wages of em- 
“aa our wholesale plant. This 
on ‘on Was returned in full to 
than : hen business picked up. Other 
Mpietenoue employes have never 
active and auanek Ge ei ge 

uyers of prod- 


ts Whie ; 

ve. which make life more comfort- 

wd and gracious. If other manu- 
"ers would maintai 

bad effect ntain wages, the 


“lh S of the recession would be 
Siderably mitigated.” 


sélling below cost, then Thak- | 


McKinlay Heads Chain 


John McKinlay, former president 
of Marshall Field & Co., has become 
chairman and chief executive officer 
of National Tea Company, sectional 


food chain, with headquarters in 
Chicago. 
“News” Drops Radio 


The Chicago Daily News has aban- 
doned radio comment and gossip, 
confining its radio department to pro- 
gram listings. 


Agency for Trailer 


Pinches Pleasure Trailer Corpora- 
tion, New York, trailer distributor, 
has appointed Albert Frank-Guenther 
Law, Inc., New York, to handle its 
advertising. The corporation has 
moved to 236 W. 54th street. 


Meter-Miser Is - 


Adapted to New 


Air Conditioner 


(Picture on Page 31) 


Dayton, March 24.—A completely 
new type of unit air conditioner for 
residential, office, hotel, hospital and 
similar uses, which embodies the 
meter-miser mechanical principle 
famous in the refrigeration indus- 
try, was announced today by General 
Motors’ Delco- Frigidaire Condition- 
ing Division. 

The new room conditioner is the 
first air conditioning equipment to 
incorporate the hermetically sealed, 


long-life, low-operating cost meter- 
miser which does away with belts, 
pulleys, stuffing boxes, connecting 
rods and oil pumps, according to this 
announcement. 

Designed from the ground up in 
the air conditioning research labora- 
tories of General Motors and the 
Frigidaire Division in Dayton, the 
new unit went into production last 
week in the corporation’s air condi- 
tioning equipment manufacturing 
plant here and will be introduced to 
the public nationally early in April 
for pre-hot weather installation. The 
first advertisement appeared however 
in the current issue of The Saturday 
Evening Post. It will sell for $399.50 
completely installed. 

The new unit looks much like a 
console radio cabinet of extraordi- 


narily compact size. Distribution 
will be through 54 Delco-Frigidaire 
distributors and their 1,200 retail 
outlets. Lord & Thomas, New York, 
is the agency. 


Okanagan to Browne 

J. W. B. Browne has purchased 
an ownership interest in Okanagan 
Broadcasters, Ltd., operator of Sta- 
tion CKOV, Kelowna, B. C. Mr. 
Browne has been managing director 
of the station and now becomes con- 
trolling shareholder. 


Gleaves Joins Agency 
Edward Gleaves, formerly mer- 
chandising manager of WLAC, Nash- 
ville, Tenn., has joined Bert S. Git- 
tins Advertising, Milwaukee, and 
will handle the radio end of the Allis- 
Chalmers account. 


WHAT DOES IT 


not only the facts but the meaning of the 
. to know what lies ahead. 


facts .. 


This need for an interpretation of the 
news is the need which Newsweek, alone 
of all magazines, is meeting today. For 
Newsweek not only reports the news of 
these critical days accurately and impar- 
tially but also points out the significance 
of the news. It analyzes the causes, mo- 
tives and issues behind today’s events... 
and forecasts their probable outcome. 
And it gives its readers the signed opin- 


"edi, with the whole world on pins 
and needles, it's more important than 
ever before to get not only the news but 
the significance of the news . 


. to get 


ions of noted authorities. 


Because it is this kind of a magazine, it's 
easy to understand why Newsweek en- 
joys such a large and attentive following 


among thoughtful, active, influential men 

and women, why its circulation of 
over 300,000 is so responsive, why its 
advertising columns are so productive. 


Tlewsweek 


THE MAGAZINE OF NEWS SIGNIFICANCE 


‘ 
i 


62% AMONG EXECUTIVES AND PROFESSIONAL PEOPLE 


Recent surveys show that more than 62 per cent of Newsweek's circulation 
(now over 300,000) is among Business Executives and Professional 
men and women. . . Is Newsweek on your advertising schedule? 
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ADVERTISING AGE 


March 28, 1938 


Retail Store 
in Pittsburgh 
Goes National 


New York, March 24.—To build na- 
tional prestige and benefit from an 
indirect effect upon local retail sales, 
Kaufmann Department Store, Inc., 
Pittsburgh, will launch a nation-wide 
institutional campaign this month 
on behalf of its “Vendome Shop,” 
featuring women’s wear. 

The purpose will be to establish 
the shop as a national rather than a 
local institution, and promotion will 
be keyed to reflect the character of 
the shop rather than specific mer- 
chandise. 

All insertions will feature wash 
drawings of spring and summer 
styles superimposed upon interior 
photographs of the shop. Pages and 
half-pages will appear in Harper's 
Bazaar, Mademoiselle and Vogue. 
Copy will be restricted to a single 
institutional sentence. Abbott Kim- 
ball Company is the agency. 


Named Art Divseber 


Monroe Reisman has been named 
art director of Allied Graphic Arts 


Goodkind Resigns; 
Opens Own Office 


M. Lewis Goodkind has resigned as 
vice-president of Burnet-Kuhn Adver- 
tising Company, Chicago, and has 
opened an office in the Palmolive 
bldg. Calvin Holmes will be associ- 
ated with Mr. Goodkind. 

Mr. Goodkind was with Lord & 
Thomas, Chicago, for many years. 
Mr. Holmes served with the Glen 
Buck Company for six years and has 
been with the retail sales and adver- 
tising department of Montgomery 
Ward & Co. for the past five. 


Fair Traders Plan 


New Organization 


A fair trade meeting and testi- 
monial dinner will be staged at the 
Hotel Astor, New York, April 4 to 
consider coordination of fair trade 
interests in a new American Fair 
Trade League. 

Guests of honor will be Robert J. 
Bulkley, Arthur Capper and John E. 
Miller, United States Senators from 
Ohio, Kansas and Arkansas, respec- 
tively. 


Re-Names News Features 

Castle Films, Inc., New York, has 
reappointed News Features, Inc., as 
publicity and promotion counsel and 
will increase its magazine advertis- 
ing to announce release of six Terry 
Toons for home movie use. Donahue 


Co-operative Corporation, New York.|& Coe is the agency. 


Lo 5 


m 


ARTHUR KUDNER BASKETBALL TEAM AGAIN WINS AGENCY CHAMPIONSHIP 


ty 


* «an pos ate 


Club which won Advertising Agency League flag for second successive year. r 
Kenneth Griffith (captain) and John Schneider, forwards; Keith Topping, center. Standing, Jordon Hargrove, Russell Holm, 
Ralph Lewis, Charles Weil, Barney Satz, Joseph Kelly, Harry Turner and Les Bounds, coach. 


— — 


‘ as 


Seated, James Nutt and Frank Nolan, guards; 


Appoints Moss-Chase 


Hopes Windows, Inc., Jamestown, 
N. Y., has placed its advertising with 
The Moss-Chase Company, Buffalo. 
Architectural and building papers 
will be used. J. Jay Fuller is ac- 


count executive. 
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NEW COVERS 
MORE PICTURES 


Effective with the June issue, MODERN 


MECHANIX becomes MECHANIX 
ILLUSTRATED. 

Breaking with 30 years of tradition 
in the mechanical magazine field, 
MECHANIX ILLUSTRATED will present 
photographic covers of live, dramatic 
subjects in full color that will be real 
"stoppers" at the newsstand. 

Inside, MECHANIX ILLUSTRATED will 
be bigger and better in every way... 
will contain more pages . . . more features 
. +. many more illustrations . . . large 
spectacular unusual pictures in tune with 
. | today's pictorial trend. 

_ Advertising rate remains $1.30 per 
page per thousand A. B.C. guarantee— 
lowest in the entire mechanical field! 


Vitaphone 


MECHANIX 


MECHANIX 
talked about 


y/ 
"MECHANIX ILLUSTRATED" 
Vitaphone Films in Color 
Will Reach Millions! 


jects selected from the editorial pages of 


leading motion picture theatres beginning 
early in May. 

These dramatic newsreels will open with 
a picture of the current MECHANIX 
ILLUSTRATED cover. The producers estimate 
that these pictures will be 
25,000,000 people. 

This nation-wide feature 
the great forward strides 


FTC Tightening Rules, 


New Decisions [ndicate 


movie shorts made from sub- 


ILLUSTRATED will appear in 


seen by at least 


is only one of 
that will make 
ILLUSTRATED one of the most 
magazines published. 


MECHANIX 
ILLUSTRATED 


(Formerly MODERN MECHANIX) 


FAWCETT PUBLICATIONS, 


New York °* Atlanta ° 


Chicago ° 


SanFrancisco ° 


INC. 


Washington, D. C., March 24.—In 
its administration of the Wheeler- 
Lea bill, the Federal Trade Commis- 
sion will be satisfied with nothing 
less than the truth, if current rul- 
ings and stipulations are any index. 
In the list released today, close ob- 
servers of the FTC’s work think they 
observe less patience with “trade 
puffing,” and a stern demand that 
advertising hew close to the line of 
fact. 

In its current work, the Commis- 
sion has hit large and small, well 
known and obscure advertisers with 
equal impartiality, apparently insist- 
ing that complete observance of the 
truth shall be its guiding star. 


Hits Building Copy 

Johns- Manville Corporation and 
Johns- Manville Sales Corporation, 
New York, have agreed to stop repre- 
senting that Steeltex will entirely 
eliminate the cracking or falling of 
plaster, and that Johns- Manville 
Rock Wool Home Insulation is su- 
perior to or more effective than com- 
peting rock wool insulations of the 
same thickness, density and thermal 
efficiency. The rock wool home in- 
sulation will not be advertised as 
providing complete protection 
against heat or cold, and the prod- 
ucts used in triple-insulation for 
homes will not be represented as ac- 
complishing results not obtainable 
by use of competing products of sub- 
stantially the same composition. 

Van Ogden, Inc., Chicago, and 
Frederick T. Gordon, president, have 
been ordered to discontinue use of 
“Doctor” or an abbreviation thereof 
as part of a trade name, brand or 
designation, or in any manner which 
may have the capacity to mislead 
purchasers into the belief that such 
products are made in accordance 
with the prescription of a doctor or 


under supervision of a doctor, when | 


such is not a fact. 

Roban Laboratories, Inc., Middle- 
burg, Va., has stipulated that it will 
cease representing that any article is 
free, when the price thereof is in- 
cluded in the purchase price of other 
articles, or unless the article is given 
without payment of money or rend- 
ering of a service. The company also 
will discontinue advertising that any 
of its preparations are nature’s aid 
to youth, or that by use of its prod- 
ucts the skin or complexion will be 
more youthful, or that any of its 


products will feed or nourish the 
skin. 

Clara Stanton, trading as Clara 
Stanton, Druggist to Women, Denver, 
in the sale of anti-fat tablets and 
bust developing cream, stipulated 
that she will stop advertising the 
cream as being capable of nourishing 
or developing the bust, and the tab- 
lets as enabling one to “peel off 
pounds.” The assertion that the 
tablets safely reduce excess weight 
without diet or exercise will no 
longer be made, unless it is qualified 
to indicate that a reasonable diet and 
exercise are recommended. 

Dr. Johann Strasska, Inc., Los An- 
geles, has agreed to cease advertising 
that Strasska toothpaste tones and 
stimulates the gums and gives the 
user perfect white teeth or firm, 
healthy gums; that it sweetens the 
breath for hours and polishes by im- 
proving the natural luster of the 
enamel. 

Fratelli Branca & Co., New York, 
has agreed to stop advertising that 
Fernet-Branca will relieve stomach 
disorders or regulate the functioning 
of the stomach or intestines. 

Enoch Morgan’s Sons Company, 
New York, has agreed to cease repre- 
senting that Sapolio powder protects 
the skin and that Sapolio toilet soap 
is penetrating and will invigorate 
or stimulate the skin, prevent chap- 
ping and remove stubborn stains or 
hidden discolorations. 

The Commission has issued an 
order against H. C. Brill Company, 
Newark, engaged in marketing of 
liquid and powder preparations for 
the manufacture of home-made ice 
cream, directing it to discontinue 
allowing discriminatory allowances 
in violation of the Robinson-Patman 
Act. 


Soat Joins Agency 
Raymond Soat, formerly with Lord 
& Thomas, has joined Al Paul Lefton 
Company as manager of the New 
York office. 


DISPLAYS 


_ Designers & Builders 
CONVENTION - EXHIBITS 


WINDOW, INTERIOR & TRAVELING DISPLAYS 
e 


e . 
ADVERTISER’S DISPLAY STUDIOS 
825 So. Wabash Ave. - Chicago, Ill.-Webster 4236 


Los Angeles 


tion. 


Only a little more than 20% of the reader-owners of 
this Magazine live in the first 50 cities, the balance 
being located in places of less than 100,000 popula- 
This is the most fertile selling territory for 

national advertisers and within it are thousands of 
retail establishments owned by Elks in all lines of business, 
the majority of them selling nationally advertised merchandise. 
Bring your product to the attention of this great consumer- 
retailer market by advertising in the Magazine which all of 
them own and read—The Elks Magazine, ABC, 50 East 
t2nd St., New York City—307 N. Michigan Ave., Chicago. 
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Here's how You can hire — 


“3.100.000 boosters @7¢ a year 


2 ee OSs BS 


Script by: LT. ROBERT M. BURTT, creator and co-author of 
‘THE AIR ADVENTURES OF JIMMIE ALLEN"; Hollywood writer and 


aviation consultant; Fiction Magazine and Technical Author. 


Pictured “over-seeing” Lt. Burtt is his severest critic, Mrs. Burtt, former TWA Hostess 
Helen Thayer, whose experienced counsel gives that vivid, true-to-life portrayal of the action, 
romance, adventure, and human interest so intertwined through the life of an Air Hostess,— 
adding a priceless ingredient in making “Ann of the Airlanes” a thrilling, fascinating adven- 
ture program of universal appeal. 


Probably no one is better equipped, by nature, training, or experience to author a successful 
up-to-the-minute aviation radio “hit” than Robert M. Burtt. 


A childhood spent as son of a missionary in far corners of the earth; a youth in aviation as 
Pursuit pilot and combat officer in the World War; a degree from Columbia University; 
years of daring barn-storming and exhibition flying; pioneer executive for Curtis-Wright 
Flying Service; director of Chamber of Commerce Aeronautics Bureau; author and technical 
adviser in Hollywood; contributor of countless articles and stories in technical and fiction 
Magazines ... all combine to produce in Bob Burtt a combination of authoritative knowledge, 
boundless imagination, dramatic skill and showmanship. 


Burtt is recognized as a master creator of breath-taking situations, and that terse fast- 
N0ving dialogue so vital in radio. The epochal “Air Adventures of Jimmie Allen” in which 
“4 Was assisted by W. G. Moore, amply attests Burtt’s remarkable script-writing talents. 
its 650 episodes developed the perfect radio technique with which Burtt has fashioned this 
‘azing new epic of the American Air Hostess—“Ann of the Airlanes.” 


.. to buy and talk your product 


.. constantly ! 


The Air Hostess—America's glamour girl 
of today, will glorify your product — enlist 


1 out of 6 families to its support! 


NIVERSAL fascination for Aviation reaches new heights today through the romantic 


and beloved heroine of all America 


... The Air Hostess! The same radio craftsman 


who created “The Air Adventures of Jimmie Allen,” sensed intuitively the tremendous 
sales potentialities in this new Air Hostess interest, when adroitly directed. They now 
bring you “ANN OF THE AIRLANES’—a thrilling dramatization . . . four-star enter- 


tainment . . 


Direction of: JOHN E. FRANK 


Mr. John E. Frank conceived the characterization 
of Jimmie Allen in “The Air Adventures of Jimmie 
Allen,”” and played the lead part during the first 
ninety-five sales record-setting episodes. No small 
part of the great success of that radio production is 
the result of his experienced showmanship and 
directing genius. 


Mr. Frank also directed and played the part of 
Clem in “Clem and Tina—The Modern 49ers,”’ a 
captivating radio show which broke mail and prod- 
uct-sales records in many markets. Numerous other 
radio productions can attribute a goodly share of 
their success to the skill of John Frank, who is 
heard almost daily on various network programs. 


Mr. Frank's special experience with juvenile action- 
appeal and aviation programs, and his wide expe- 
rience in radio showmanship, unquestionably bestow 
to his direction of ‘‘Ann of the Airlanes” an essen- 
tial quality scarcely to be equalled. 


“FIGURES QUOTED ARE BASED ON ESTABLISHED RECORDS! 


You would 
Hat vou ca 
“mer productions. 
ducers of b 
sumption, ¢ 


probably say our estimates on the results you can reasonably expect were grossly exaggerated (and we wouldn’t blame you)—except 
n, and should, examine for yourself the authoritative records of costs and results quoted directly by a long list of sponsors of other 

Those statements are irrefutable! Your immediate and thorough investigation is welcomed, and entails no obligation. Pro- 
akery or dairy products, food and drug specialties, gasoline and oil, and other commodities of wide distribution and rapid con- 
an discover a new power in radio advertising that will revolutionize their volume of business. 


RUSSELL C. COMER ADVERTISING COMPANY 


: NEW YORK 
| West 42nd St. Phone Pennsylvania 6-3742 


KANSAS CITY, MO. 
101 West I fth St. 


Phone Harrison 3964 


Produc : , 
roducers of The Air Adventures of Jimmie Allen; Clem and Tina—The modern 49ers; The Adventures of Frank Farrell; 
The Randall Family; While the City Sleeps; and other notable successes. 


. with a Merchandising Plan that sells your products swiftly and profitably. 


TRANSCRIPTION OR NETWORK! 
FIFTEEN MINUTE PROGRAMS! 
3 TO 5 BROADCASTS A WEEK! 


Merchandising by: 


RUSSELL C. COMER and 
ASSOCIATES 


Russell Comer and his associates have 
been working nearly three years painstak- 
ingly creating, selecting, rejecting, testing 
and revamping the ‘Ann of the Airlanes” 
merchandising plan before releasing for 
sponsorship. 


“Ann of the Airlanes” sets a new rhythm 
in merchandising, with irresistible impact 
on the consciousness of BOTH boys and 
girls, making them fiercely loyal to the 
sponsor’s product. Parents are willingly 
mowed into line by lusty youth’s demands. 
Sales will skyrocket to 
figures ! 


unbelievable 


WRITE—WIRE or PHONE 
... NOW IS THE TIME! 
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| TALKING TURKEY 


Northwestern Cooperative Has of Quality and Increased 
Return Through Better Marketing and Advertising 


BY G. D. CRAIN, JR. 


000 pounds of turkeys a year, 16,000,- 
000 pounds of which are sold through 
the association. 

The pools and associations which 
comprise the marketing organization 
operate in California, Oregon, Wash- 
ington, Nevada, Idaho, Utah, Wyom- 


Whenever anybody starts talking 
about advertising as a factor in the 
cooperative marketing of farm prod- 
ucts, it is only natural to mention 
the California Fruit Growers’ Ex- 
change. It is big and strong, it was 
a pioneer and it has spent millions 


| for advertising. ing, Colorado, Montana, Arizona, 

‘ There are other farm co-ops, how-| New Mexico, Kansas, Nebraska and 

; : ever, which are relatively small, and| South Dakota. Headquarters are 
: can afford modest amounts for adver-| maintained in Salt Lake City. 

tising, but have nevertheless demon- The Northwestern Turkey Grow- 


ers’ Association is the largest turkey 
marketing organization in America. 
It distributes nationally and has 
sales offices in New York, Chicago, 
Philadelphia, San Francisco and Los 
Angeles. The headquarters office is 
in constant touch with sales repre- 
sentatives by teletype communica- 
tion, routing cars from the various 
producing areas and maintaining 
adequate but not excessive supplies 
for each market. In this way it 
seeks to maintain a satisfactory level 
of prices which will provide a rea- 
sonable return to growers and thus 


strated that improved marketing of 
farm products through cooperative 
effort may benefit both producer and 
ae consumer. 

a As Exhibit A, let’s take a look at 
cg ies the Northwestern Turkey Growers’ 
Association, which handles the out- 
put of 14,000 producers operating 
through 50 pools in fourteen states. 
These growers produce about 20,000,- 


encourage them to improve their 
production both as to quality and 
quantity. 

As a matter of fact, the primary 


requirement for successful coopera- 
tive marketing of farm products is 
the establishment of definite stand- 
ards of quality through proper grad- 
ing and inspection. When the North- 
western association was formed in 
1930, it sought the cooperation of the 
Department of Agriculture in the 
establishment of grades, and then 
provided for inspection and weigh- 
ing of turkeys by graders who are 
trained, licensed and supervised by 


Capragin /40" oy Severin Pamapes byediewie Bamme Ws Me 


agg in = 


“Lissen, Mamma!—WHB!” the department of agriculture’ in 
each turkey producing state. 
WHB::- Sates fen nated tn Mata e The top grades are marketed under 
me natio! representatives r 
=" jearance, ee the trade name Norbest, a mark 
date, abner og tay Ee aes 
DON DAVIS, President, KANSAS CiTy, missour.! | Which has come to mean a lot to 


“Since running this quarter-page ad we have re- 
ceived orders from nearly every State, proving 
again that your BAKERS’ HELPER covers the 
field like an April Shower.” 


Thus writes Mr. Herman Dressel, President. Dressel 
Products Co., Chicago, in a letter dated March 10, 
1938, who announced a new piping jelly in our 
February 5th issue. 


There are reasons for this unusual responsiveness 


of BAKERS’ HELPER: 


1. Subscriptions are sold 90% by mail. 
2. An aggressive, independent editorial policy. 


Published every two weeks assuring 
thorough reading of each issue, yet always 
up-to-date. 
Specializing in “how, what, why” articles. 
All of which brings hours of thorough reading of 
both articles and advertising. by over 10,000 net 
paid subscribers. 

Write for a copy of the folder. “The Bakers’ 
Billion,” today. 


330 SOUTH WELLS 
, 


STREET, CHICAGO 


FAM BAKERY PAPER 


trade and consumers. The Norbest 
turkey is identified by a tag attached 
to the bird with an aluminum clip. 
It not only carries the trade-mark, 
but the inspector’s stamp. 

The association has helped to de- 
velop a definite type of turkey which 
is winning preference in a remark- 
able fashion. It is a wide-breasted 
turkey which, believe it or not, has 
more white meat and fatter drum- 
sticks. It matures faster, and is con- 
siderably more tender than the aver- 
age turkey of commerce has ever 
aspired to be. 


House Organ Talks Shop 


Better breeding methods are pro- 
moted by the association to its mem- 
bers through a house organ, ‘“Norbest 
News,” in which the problems of mat- 
ing, feeding and packing are dis- 
cussed. That the stimulation given 
to improvement of turkey quality 
really means something is suggested 
by the fact that Norbest was referred 
to in highly complimentary terms by 
Ray Giles in his book, “How to Beat 
the High Cost of Living.” 

The association advertises to its 
members and prospective members 
through its house organ and through 
farm papers, for there are about as 
many growers outside the associa- 
tion as in. The objective, of course, 
is ultimately to sell all turkey grow- 
ers of importance on the advantages 
of the cooperative marketing plan. 

Its advertising to the consumer is 
carried on in metropolitan markets 
through newspaper copy during the 
fall and winter season, with special 
reference to the holidays. Small 
space copy is used, with a dozen in- 
sertions, ranging from 21 to 128 
lines. Some other advertising ac- 
tivities have been tried out in vari- 
ous markets. A successful series of 
five-minute broadcasts over WOR 
in New York, featuring recipes of 
famous chefs of hotels and restau- 
rants, may be extended to other mar- 
kets next year. Street car and out- 
door advertising have been tried in 
Los Angeles and San Francisco. 

A poster, “How to Select a Quality 
Turkey,” is displayed in retail stores. 
The retailers have cooperated en- 
thusiastically with the association, 
and have participated actively in 
educating the consumer to turkey 
quality. The poster contrasts the 
wide-breasted, full-fleshed Norbest 
turkey with the scrawny and far 
from voluptuous bird of nondescript 
origin upon which the consumer for- 
merly had to depend. 


Surplus Is Stored 


While Norbest turkeys get the 
preference in most markets, there is 
sometimes an oversupply. Instead 
of forcing excess production on 
already glutted markets, the associa- 
tion simply puts the surplus into 
storage. This has resulted in a cam- 
paign, through hotel and restaurant 
papers, in behalf of all-year-round 
consumption of turkeys, the effect of 
which has been greatly to extend the 
accepted season for serving turkey. 
In fact, the association thinks that 
like oranges formerly eaten only 
at Christmas and regarded almost ex- 
clusively as a holiday phenomenon, 
turkeys may progress to a position 
as the truly national bird, to be en- 
joyed on the Fourth of July as well 
as Thanksgiving and Christmas. 

The possibility of expanding the 
market is being approached at pres- 
ent from another interesting angle. 
It is planned to offer turkey in cans, 
thus enabling housewives to buy half 
turkeys or even smaller fractions of 
the bird, instead of waiting for those 
festive occasions when large family 
groups are to be served. Thus pack- 
aging is coming to the aid of the 
farmer as well as the manufacturer. 

The association spends only about 
$20,000 a year in advertising, placed 
through the Stevens & Wallace Com- 


pany, of Salt Lake City. nat’s a 
small appropriation—but note how 


effectively the task of smoothing out 
the marketing operations of the in- 
dustry is being accomplished with its 
aid. The cooperative has an annual 
volume of about $4,000,000, and so 
the appropriation for advertising is 
only one-half of 1 per cent. More 
could be spent to advantage, but even 
the present modest appropriation is 
doing a real job, in helping to cut 
marketing costs for the producer 
and delivering a better 
consumer. 


value to the 


PROVOCATIVE, BUT NICE 


That is the verdict of Advocates of Decent Advertising formed by Catholic girls, 
on this display for Italian Balm, asserting such advertising is effective without 


being offensive. 


Aubrey, Moore & Wallace, Chicago, is the Campana agency. 


Marketers Get 
Breakdown of 


Census Figures 


Washington, D. C., March 22.—A 
graphic presentation of marketing 
opportunities for practically all types 
of consumer merchandise throughout 
the United States was made avail- 
able today by the Marketing Re- 
search Division, Bureau of Foreign 
and Domestic Commerce. By means 
of 16 maps, the compilation record: 
factors which evidence an opportun- 
ity for sales as well as marketing 
conditions that may affect certai1 
products adversely. 

The basic data from which the ma- 
terial has been prepared were taker 
from the Census of Business, 
and Retail Distribution, Volume III 
published by the Bureau of the Cen. 
sus in December, 1936. Product 
classifications include food, genera! 
merchandise, drug, apparel, furniture 
and house furnishings, lumber, build 
ing materials, hardware, automotive 


filling stations and eating and drink. | 


ing places. 


“Pattern of Stores, Sales and Pop: | 


ulation in the United States,” desig 


nated Market Research Series No. 18. | 


may be secured for 10 cents eithe: 
from the Department of Commerc: 
or from any district office. 


New “Radio Square” 


Plans are under way for creation 
of a $100,000 radio center in Indian- 
apolis to be known as “Radio 
Square,” according to a joint an- 
nouncement by Eugene C. Pulliam, 
president of Station WIRE, NBC 
outlet, and Glenn Van Auken, owner 
of Station Ways. 


Gets Abbott Post 


Robert E. Gugenheim, Cincinnati, 
has been appointed district sales 
agent for C. W. Abbott & Co., manu- 
facturer of bitters, Baitimore. Mr. 
Gugenheim has reported that the 
company plans a nation-wide adver- 
tising drive. 


“Watch” Makes Debut 


Mutual Liability Insurance Com- 
pany, Boston, has launched publica- 
tion of an institutional, quarterly 
picture magazine, titled “Watch.” 
Donald R. Goodell, assistant advertis- 
ing manager, is in charge of the 
magazine. 


1935: | 


Pyle Heads Disc Group 


Charles C. Pyle has been elected 
president of the Association of Radio 
Transcription Producers of Holly- 
wood. Other new officers are Frank 
W. Purkett, vice-president; R. U. Me- 
Intosh, secretary; C. P. MacGregor, 
treasurer, and John J. Wilson, at- 
torney. Gerald King and Messrs. 
Purkett, McIntosh, and MacGregor 
are named directors. 


your 
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VERY month... 
chandised, photographic eye 

to give point and potency to P 

. . all situations . . . all kinds of 

.. all sizes . . . ONE PRICE. hot 
Posed by New York’ s top models rand 
in leading studio. Inspirational, cleve 
practical . . . great for idea men. every 
library of forceful subjects to mee your 
advertising need . . RIGHT IN 
|OWN OFFICE... 
Print Plan for those who canno 
Write for free proofs. 


Y. 
PHOTOMATS, 10 E. 38th St- N. 
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pe : sociation, Waldorf Astoria, New June 26-30 — Annual convention, 
‘FORTUNE’ ASKS Forms Display Group Coming York. International Association of Display 


9,000 PERSONS 


SOURCE OF NEWS 


oF 


New York, March 25.——Of 5,000 per- 
sons interviewed by Fortune, 45.2 per 
cent rely on the newspaper for most 
of their daily news, 23.5 per cent 
depend on the radio, and 28.2 per 
cent use both. This sample, Fortune 
said in reporting results in its April 
issue, has been proved sufficient for 
accuracy. 

The Fortune discussion of the sur- 
yey is certain to create a storm of 
argument, with plenty of ammuni- 
tion available to both sides. 

“Newspapers remain a nearly two- 
to-one favorite over the radio as the 
source of the nation’s news,” said the 
magazine. “But two to one is a small 
lead for an institution whose func- 
tion is primarily news, compared 
with one that is primarily devoted to 
entertainment. 

“Who are these people who get 
their news by listening rather than 
by reading? They are variously dis- 
tributed through the nation by age 
and sex and income, by geography 
and size of community. They include 
§ per cent more of the young and 6 
per cent more of the women than of 
their respective elders and lords. 
News by radio is welcomed by twice 
as many of the poor as of the pros- 
perous, of whom only 14.3 per cent 
prefer listening. 


Leading News Fans 


“Housekeepers (who like to listen 


while they work), wage earners, and 
the unemployed rank by occupation | 


at the head of radio news fans, while 
60.2 per cent of the nation’s execu- 


tives say they get their news from | 
the papers (plus 25.2 per cent who | 


say ‘both’). In rural _ districts, 
where it’s a long road between R. F. 
D. postboxes, the radio is more 


favored than elsewhere, but only 3.1 
per cent more than in cities over 
1,000,000. And, unaccountably—un- 
less it is due to better regional news 
broadcasting or worse newspapers— 
the Pacific Coast exclusively favors 
the loudspeaker more than any other 
part of the country and class or con- 
dition of American: 34.4 per cent of 
its people get their news mainly from 
the air. Interesting also are the re- 
plies from the Southwest, where 10.9 
per cent said they got their news 
from ‘neither.’ ” 


Michelson Expands 


Charles Michelson, New York, elec- 
trical transcriptions, has added 
Aaron Hanger and Jerome Diamond 
to its sales staff. Mr. Hanger, for- 
merly with the publicity department 
of New York University, will handle 
agency contacts, and Mr. Diamond, 
formerly with New York World's 
sad engineering department, sound 

ects, 


ee 


COLLINS 
MILLER 8 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


R. H. Roberts, formerly sales man- 
ager of Windo-Craft Display Corpora- 
tion, Buffalo, has organized Interna- 
tional Display Corporation at 168-78 


Florida street. Mr. Roberts is vice- 
president and director of sales; 
George N. Chapman, art director; 


John McCurdy in charge of proces- 
|sing, and John C. Eastman, designing 
staff. 


Reidinger Appointed 

A. W. Reidinger has been ap- 
pointed advertising manager and as- 
sistant sales manager of Bay City 
Shovels, Inc., New York, effective 
April 1. He was formerly with Me- 
Graw-Hill Publishing Company, New 
York. 


Leaves Munsingwear 


W. A. Martin has resigned as ad- 
vertising manager of Munsingwear, 
Inc., Minneapolis. R. T. Challman 
succeeds Mr. Martin as advertising 
manager and will also continue his 
sales promotion duties. 


Conventions 


March 29—Annual convention, Ex- 
port Managers Club, Hotel Pennsyl- 
vania, New York. 

March 31-April 1—Annual conven- 
tion, Hotel Sales Managers Associa- 
tion, Atlantic City. 

April 7-8—Annual meeting, Na- 
tional Conference of Business Paper 
Editors, Washington, D. C. 


April 20-23— Annual convention, 
American Association of Advertising 
Agencies, The Greenbrier, White 
Sulphur Springs, W. Va. 

April 24-28— Annual convention, 
National Newspaper Promotion As- 
sociation, Waldorf - Astoria, New 
York. 

April 26-29— Annual convention, 
American Newspaper Publishers As- 


May 2-6—Annual convention, Pre- 
mium Advertising Association of 
America, Chicago. 


May 5-7— Annual convention, As- 
sociated Business Papers, Greenbrier, 
White Sulphur Springs, W. Va. 

May 10-12 — Annual convention, 
Lithographers National Association, 
.Phe Homestead, Hot Springs, Va. 


May 13-14 — Annual convention, 
Advertising Affiliation, Hamilton, 
Ont. 


May 19-21—Annual convention, Na- 
tional Federation of Sales Execu- 
tives, Dallas. 

May 30-June 1 — Annual 
tion, Southern Newspaper 
ers Association, Biloxi, Miss. 

June 12-15—-Annual convention, 
yAdvertising Federation of America, 
Statler Hotel, Detroit. 

June 12-15 — Annual 
Newspaper Advertising 


conven- 
Publish- 


convention, 
Executives 


Association, Detroit. 


sieneanenentenanael 


ADDE 


Men, Mayflower Hotel, Washington, 
BD €. 


June 
Pacific 
tion, 
geles. 


26-30 — Annual convention, 
Advertising Clubs Associa- 
Ambassador Hotel, Los An- 


July 3-5—Annual convention, Trade 
Association of Advertising Distribu- 
tors, Detroit. 


August 14-17—Annual convention, 
International Association of Printing 
House Craftsmen, Boston. 


Aug. 23-25 — Annual convention, 
Outdoor Advertising Association of 
America, Denver. 

Sept. 21-23 — Annual conference, 
National Industrial Advertisers As- 
sociation, Statler Hotel, Cleveland. 

Sept. 28-Oct. 1 — Annual conven- 


tion, Association of National Adver- 
tisers, The Homestead, Hot Springs, 
Va. 


ATTRACTION 


* 


“Listener preference” is the main feature of the 


show that W SAI puts on in the Cincinnati area— 
day in and day out. 


But there’s an added attraction that WSAI adver- 
tisers like even better—it’s Dealer Support! 


And W SAI delivers that in a big way! 


A recent survey by an independent research organi- 
zation revealed that 68.4% of the drug and grocery 
retailers in the Cincinnati area prefer 


NEW YORK 


WSAI 


CINCINNATI’S OWN STATION 


@ National Spot Representative 


TRANSAMERICAN 


CHICAGO 


HOLLYWOOD 
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Station KGKO Moves 


Station KGKO, which is being 
moved from Wichita Falls, Tex., to a 
point midway between Fort Worth 
and Dallas, will begin operating from 
its new location May 1. KGKO, owned 
by Amon G. Carter, publisher of the 
Fort Worth Star-Telegram, will carry 
NBC Red and Blue network pro- 
grams. 


Agency for Paragon 

Paragon Products, Ine., Jersey 
City, N. J., manufacturer of poultry 
equipment, has appointed Frank 
Kiernan & Co., New York, as adver- 
tising agency. Newspapers and busi- 
ness papers will be used. Chester J. 
Radven is account executive. 


New Cards in Debut 


The U. S. Playing Card Company, 
Cincinnati, has introduced a new, 
five-suit playing card pack which has 
scored success in England in bridge 
and poker playing. Advertising plans 
for the new cards are still in the 
formative stage. 


"UNUSUAL COVERAGE 


os Ciroviation This Issue 60.000 


RACTICAL BUILDE 


Devated to the Practow diners 
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A Cage Cnn Come 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
most direct method of contact at lowest 
cost with largest bona fide list. (Adver- 
tisement). 


PULLMAN AND 
TRUCK EMBARK 
ON LONG TOURS 


RCA Victor, Grove Sponsor 
Itinerant Displays 


(Additional Picture on Page 31) 

St. Louis, March 24.—One of the 
most beautiful and most effective 
“rolling billboards” ever placed on 
the highways is the elaborate $35,000 
Southern Clipper, a huge streamlined 
White motor coach, brain-child of 
advertising-minded executives of 
Grove Laboratories. 

Now on a good-will tour of the 
South, the Clipper was created to 
do a two-fold job—effectively adver- 
tise Grove’s cold remedies and render 
free public service to communities 
and civic organizations by lending 
the unit’s powerful sound amplify- 
ing system for fairs, shows, and fes- 
tivals. On the road but a short time, 
the unique coach has already assisted 
at civic and sporting events in a 
score of cities throughout Florida. 


Namesake Is Emulated 


Called the “most beautiful bus ever 
built,” the Clipper has been designed 
in nautical style throughout to insure 
maximum advertising appeal. Its 
revolutionary streamlined body, con- 
structed of hand-hammered alumi- 
num finished in high polish, is 
mounted on a special bus chassis 
built by the White Motor Company, 
Cleveland. Powered by a White six- 
cylinder engine, the coach accommo- 
dates a two-man crew and provides 
modern facilities for their upkeep 
and comfort. Capable of high speed 
should the need arise, the unit is 
equipped with a five-speed transmis- 
sion which enables it to operate de- 
pendably and on schedule, regardless 
of road, load or weather conditions. 

Adhering strictly to the nautical 
theme, the driver’s compartment is 


—_—_—_—————————————— ——— —— 


Concentrated wealth 


Concentrated vaiue of the pearl in relation 
to the shell in which it develops, aptly 
illustrates the relative value of Toronto 
as a market in comparison with the rest of 
Canada. Because of its geographic position, 
low-cost electric power and other factors, 
it has become the distribution and trade 
centre of the Dominion. A continuous out- 


flow of goods brings, 


in return, a continuous 


inflow of wealth, and Toronto to-day pays 


more than one-third 
the entire nation. 
chasing power of 


of the income tax of 


One-third of the pur- 


Canadian people is 


located within a radius of one hundred 


miles of Toronto. 


For over sixty years 


Toronto people have done their major 
buying through the advertising columns of 
The Evening Telegram. Undoubtedly 


TORONTO is a 


“TELEGRAM” 


CITY 


THE EVENING TELEGRAM 


Largest Classified 
Toronto 


Lineage in Canada. 


_ Canada 
New York—DAN. A. CARROLL 


Chicago—J. E. LUTZ 


SOUTHERN CLIPPER IS READY TO SAIL 


known as the fo’c’sle and has been 
styled to resemble the pilot’s cabin 
on the famed China Clipper. 

The liargest and most important 
portion of the Clipper’s interior is 
given over to the studio compartment 
which serves as a workroom, bed- 
room, dining-room, and lounge. Here 
is located the sound apparatus and 
control board for the public address 
system, powerful enough to handle 
crowds up to 100,000 persons. Fur- 
nished in rich, white leather, the 
studio has Venetian blinds, an in-a- 
door bed, large writing table, com- 
fortable modernistic chairs. Finished 
in deep shell pink, the ceiling is in- 
directly lighted by an _ illuminated 
tube running the full length of the 
room. 

The entire White coach is in- 
sulated with shredded redwood bark, 
and protected from fire by an auto- 
matic fire extinguisher system —a 
system which snuffs out a flame in 
less than three seconds through use 
of carbon dioxide gas. 

Believed to be the most expensively 
fitted and most revolutionarily-styled 
motor coach on the highway today, 
the Southern Clipper is carrying the 
name of its owner’s products into 
every Southern state and city, build- 
ing up prestige, and doing a million- 
dollar job of advertising. 


RCA SOUND EXPOSITION 


TOURS IN PULLMAN CAR 
Camden, March 24.—A special Pull- 
man car, crammed with the most ex- 
tensive array of commercial sound 
amplification and reproducing prod- 
ucts ever assembled in a single ex- 
hibit, was dispatched today by RCA 
Manufacturing Company on a 7,000- 
mile tour, with stop-overs in 24 prin- 
cipal cities. 

This novel exhibition tour, con- 
ducted in collaboration with RCA 
Victor commercial sound wholesalers, 
has two main purposes. One is to 
call the attention of dealers to the 
unusual marketing possibilities of 
sound products in a constantly grow- 
ing field of applications. The other 
is to provide a spectacular demon- 
stration of the variety, scope and 
technical excellence of the new RCA 
Victor commercial sound products to 
architects, engineers, building own- 
ers, school administrators, entertain- 
ment operators, and industrial man- 
agers. 

At each stop, invited groups of 
dealers, architects, electrical con- 
tractors, and school authorities will 
be conducted through the car. W. L. 
Rothenberger, manager of RCA com- 
mercial sound sales, is in charge of 
the tour. With two RCA engineers, 
he will accompany the exhibits and 
occupy living quarters in the car. 
This same Pullman car recently 
made musical history under RCA 
Victor sponsorship when it was occu- 
pied by Leopold Stokowski, Eugene 
Ormandy, and Jose Iturbi while on 
two successive nation-wide concert 
tours with the entire personnel of 
the Philadelphia Orchestra. 


Project Sound for Mile 


The exterior of the car is painted 
a brilliant green with yellow trim, 
and appropriate special lettering. 
The interior has been completely re- 
designed by John B. Sanger, architect 
and industrial designer, to provide 
suitable space for the sound equip- 
ment. Outside, on the observation 
platform, is a pair of newly devel- 
(Continued on Page 24) 


Charee Abuse 
of Sales Tax 
in Philadelphia 


Philadelphia, March 24.—*‘Phila- 
delphia is killing the business of au- 
tomobile dealers by confiscatory use 
of the retail sales tax,” the Philadel- 
phia Auto Trade Association de- 
clared yesterday through W. P. Ber- 
rien, secretary. 

Instead of the 2 per cent to which 
it is entitled under the sales tax put 
into effect March 1, the city is ac- 
tually collecting as much as 4% per 
cent on every used car sale, Mr. Ber- 
rien asserted. 

The excess charge results from the 
ruling that the tax must be paid on 
the gross amount of the sale, or full 
purchase price of the car bought. 

“This ruling,” Mr. Berrien said, 
“enables the city to collect up to 4% 
per cent from the purchasers of cars 
involved in one transaction, or 127 
per cent more than it is entitled to.” 

The dealer, to get cash for the 
used car he accepts on a trade-in for 
a new car, often has to make three 
or four “swaps” before he can break 
even. The city may therefore collect 
as much as $68 in taxes on an orig- 
inal $1,500 transaction which would 
entitle it ordinarily to only $30. 

A tax on the net cash amount re- 
ceived by the dealer in each used 
car sale is the only fair one, the 
Auto Trade Association asserts. 


H. J. pm Seemann 


H. J. Jones, formerly manager of 
the New York branch of Liquid Car- 
bonic Corporation, has been pro- 
moted to the district sales manager- 
ship in charge of the organization’s 
Eastern division. His headquarters 
are at 52 Vanderbilt avenue, New 
York. 


Aecsund a F&S&R 


Fuller & Smith & Ross, Inc., New 
York, has been appointed to handle 
advertising of a line of anthracite 
coal stokers to be marketed by a new 
organization affiliated with M. A. 
Hanna Company, Philadelphia. 


LOCAL CONTESTS 
TO PUT ZEST IN 
BENDIX TIE-UP 


New York, March 24.—The appear. 
ance of a Bendix home laundry ma- 
chine in “College Swing,” a forth. 
coming Paramount picture featuring 
Betty Grable and Jackie Coogan, wil] 
motivate a nation-wide promotional 
tie-up this spring by Paramount Pic. 
tures and Bendix Home Appliances, 
Inc. Localized contests through deal- 
ers will be an important innovation, 

This venture, the third such by 
Paramount during the past year, in- 
dicates eagerness on the part of 
picture makers to cooperate with 
national advertisers in film-merchan. 
dise exploitation. Paramount's other 
two campaigns were with Gattner 
and Mattern Company, swim suit 
manufacturer, on “College Holiday” 
and with the Railway’ Express 
Agency on “Wells Fargo.” 


Bride in Laundry 


Betty Grable will be featured in 
all Bendix promotion. Still-shots of 
the sequence where she operates the 
home laundry will be used. Employ. 
ing 175 newspapers, 600-line inser. 
tions will display Miss Grable, the 
home laundry and the playing date 
of “College Swing’ at the _ local 
theater. Paramount will use 2,000 


for local merchant tie-in. 

Starting April 29, 
will be organized by theater manp- 
agers and Bendix dealers. A special 
trailer is being filmed in which Miss 
Grable invites consumers to enter. 

Brooke, Smith & French, Inc., De. 
troit, is the agency for Bendix while 
Buchanan & Co., New York, handles 
Paramount promotion. 


THE MARKET 


with the rainbow / 
‘round its shoulder i 
| 


@ California's agricultural income, in 
excess of $687,000,000 in 1937, leads 
all other States. Average cash in- 
come approximates $4,500 per farm. 
The diversity of California’s 200 
different farm crops insures and 
maintains the highest and most con- 
stant buying power in the nation. 


@ Pacific Rural Press, naturally, led 
all other farm papers in America 
in total advertising linage in 1937, 
by 50,000 agate lines. The Pacific 
Rural Press has led America’s farm 
press in linage 6 out of the past 
7 years. 

e@ Advertising in the Pacific Rural 
Press reaches the real farm market 
untouched by nationals which, in 
the West, cover principally the 
rural non-farm market. And it 
eliminates costly duplication by sec 
ondary local papers. 


PACIFIC RURAL PRESS 


I 


-~ J Te ry 


oyo 


24-sheet posters with space available 


local contests 7 


San Francisco - Los Angeles 
Represented Nationally by 


The E. Katz Agency 


NAT 


of yours more 


any other way.. 


TONAL 


DIRECT MAIL 


CAMPAIGNS 


You can reach those highly specialized markets 


profitably by Direct Mail than 
.and you can do it nationally: 


B-D’s guaranteed mailing lists give you com 


plete national 


Write 


BUCKLEY, 


1300 JACKSON BOULEVARD, CH 
Telephone MONroe 6100 


coverage for any chosen market: 


B-D’s modern mechanical services give acc” 
rate and speedy reproduction and distrib 
of your message. 


ution 


today for full information 
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~ HEAD HIRAM WALKER 


Carleton Healy, named vice-president, 


and Everett N. Sturman, president of 
Hiram Walker, Inc. Mr. Sturman, who 
has been general sales manager, was 
formerly with George A. Hormel Com- 
pany. Mr. Healy was with J. Stirling 
Getchell, New York, before joining 
Walker as sales promotion manager. 


Grobe with De Clerque 


Alfred J. Grobe, who recently re- 
signed as space buyer for Reincke- 
Ellis-Younggreen & Finn, Chicago 
agency, has joined Henry De Clerque, 
Inc., Chicago, publication represen- 
tative. De Clerque has assumed 
representation of Dakota Farmer ex- 
cept in New York and Minneapolis. 
H. H. Allen, advertising director, who 
has made his headquarters in Chi- 
cago, has returned to Aberdeen. 


Huntingford Moves 


Madame Huntingford, Chicago cos- 
metic company, recently purchased 
by Truman Bradley, radio news com- 
mentator, and his sister, Elene, has 
moved to new and larger quarters at 
600 S. Michigan avenue. Sabina 
Fromhold is in charge of promotion. 


Research Wins 
Royalties for 
Pear Growers 


Seattle, March 24.—A royalty of 
several thousand dollars annually 
from a copperized wrap for pears is 
a tangible by-product from research 
which preceded the successful cam- 
paign of the Pear Bureau, W. H. 
Horsley, president, Izzard Company, 
the agency in charge, revealed today. 

In the absence of any considerable 
body of fact about pear marketing 
and distribution, the agency recom- 


mended to the association that ad- 


vertising be postponed until this fac- 
tual groundwork had been laid. The 
members assenting, the work was en- 
trusted to the medical schools of the 
University of Oregon and Oregoi 
State College. These institutions not 
only definitely established that pears 
are rich in vitamin and mineral con- 
tent, but developed a formula for 
wrappers which would preserve these 
qualities. 


Profitable Side Line 


Other fruit growers gladly offered 


to pay a premium for use of the 
wrappers and the association ac- 
cepted their offers, the additional 


funds swelling the advertising ap- 
propriation. 
The Pear Association has coupled 


its consumer advertising this year 
with a vigorous educational cam- 
paign to the trade. Jobbers and deal- 
ers alike were prone to market pears 
before they were properly condi- 
tioned. With the comment that “you 
wouldn’t sell green bananas,” the 
association succeeded in convincing 
the majority that they were hurting 
their own interests when they sold a 
pear not yet ready for the table. 


Treasure Chest Drive 


American Can Company has 
launched promotion of its $100,000 
Keglined “Treasure Chest” campaign 
which will offer prizes to both re- 
tailers and employes. National Tie- 
Ins, Inc., New York, is in charge of 
the contest. 


Cosmetic Copy 
Chief Victim 
of Lea Bill 


Washington, D. C., March 24.—Cos- 

metic copy will have to undergo seri- 
ous revision as a result of the enact- 
ment of the Wheeler-Lea Bill. 
That is the opinion of Dr. P. J. 
» Cullen, general director of the Pro 
prietary Association, who discussed 
the general effect of the new law on 
® drug advertising copy in an exclusive 
interview with ADVERTISING AGE. 

General drug copy, as now written, 


within, 


ee ee 


largely conforms with provisions of 


the new law, according to Dr. Cullen. 
Cosmetic copy, on the other hand, is 
usually extravagant in its claims, 
according to Dr. Cullen. He points 
) out that under Sec. 14 (a) of the 
new act where a penalty is provided 
' if the product is injurious to health, 
it is a violation of the act if the 
‘intent is to defraud or mislead. He 
' believes there is little doubt that the 
great majority of cosmetic copy, as 
snow written, would be interpreted as 
intended to mislead. On the other 
hand, the commission is not expected 
to overlook the right to “trade puff- 
ery,” a right upheld by the Supreme 
Court. Where the dividing line comes 
between “puffery” and outright de- 
‘ception provides a fine point yet to 
be settled. 

The Proprietary Association, inci- 
dentally, will send out this week to 
its more than 400 members, both 
associate and active, interpretative 
material and information regarding 
the new law. 

While 97 per cent of the industry 
will be little affected by the new law, 
) it will strike a heavy blow at so- 
)called “gland” copy. Dr. Cullen, 
| praising the statement made _ by 

Bruce Barton in the preceding issue 
of ADVERTISING AGE that 97 per cent 
of advertisers will be actually bene- 
fited by the bill, said that the re- 
maining 3 per cent is actually the 
group at which the new act aims. 


Wagenseil Moves 


Offices of Hugo Wagenseil & As- 
8ociates, Dayton, O., have been moved 
to the First and Ludlow bldg. 


—— 
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CHURNED GOLD from the Farm 


of Nebriowa 


ereameries, for labor. 


“WOW DOMINATES NEBRIOWA 


Recent surveys to determine listening habits in Nebriowa indi- 
cate a strong preference for WOW—a preference that means 
dollars and cents in RESULTS for advertisers. 
persons live in Omaha’s retail trade territory—the area served 
WOW. Ask us 
Ne-bri’-o-wa), the fertile market composed of eastern NEBRaska, 
western IOWA, and parts of Missouri, Kansas, South Dakota 
and Minnesota. 
capital is WOW. 
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about NEBRIOWA 


Its business capital is Omaha. 


Nearly a million 


(pronounced 


@Butter contributes approximately 50 million dollars annually to the 


in- 


come of Nebriowa. This money goes to farmers, for milk; to truckers and 


railroads, for transportation; to several thousand employees of Nebriowa 


Its radio 


wow 


OMAHA, NEBRASKA 


John Gillin, Jr., Mor. 
Owned and Operated by the 
Woodmen of the World Life Insurance Society 


John Blair Co., Representatives 
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panies for 1937 totaled $5,157,887, 
compared with $5,277,534 in 1936. 
Sales in the United States totaled 
$42,759,445 in 1937, against $39,799.,- 
975 in 1936, an increase of 7 per 
cent. 


Earnings of 
Advertisers 


American Woolen 
Net loss in 1937 amounted to $1,- 


854,902, compared with net profit of 
$1,929,982 in 1936. The company re- 
ported profit of $3,393,552 in the first 
half of 1937, but a sharp drop in 
sales in the last half of the year in 
addition to heavy inventory losses 
accounted for the net loss. 
Parke, Davis & Co. 

Report for the year ended Dec. 31, 
1937, shows net profit of $9,068,304, 
compared with $9,213,124 in 1936. 


Wm. Wrigley Jr. Company 

Consolidated net earnings for 1938 
were $8,743,590. Philip K. Wrigley, 
president, told stockholders that re- 
sults so far in 1938 have been satis- 
factory and that the aggressive sales 
and advertising activities will be 
continued “in order to further stimu- 
late and increase the acceptance of 
our products.” 


American Sugar Refining 

Report shows net income of $4,143,- 
138 in 1937, compared with $4,352,- 
563 in 1936. Net sales for 193 
amounted to $113,058,747. 


General Electric Company 

Sales in 1937 totaled $349,740,000, 
compared with $268,545,000 in 1936, 
an increase of 30 per cent. Net in- 
come amounted to $63,547,000 last 
year, compared with $43,947,000 in 
1936, an increase of 44 per cent. 


Gillette Safety Razor 

Earnings for the year ended Dec. 
31, 1937, amounted to $4,500,159, 
compared with $4,975,888 in the pre- 
vious year. General Foods Corporation 

Report shows net earnings of $9,- 
206,295 for the year ended Dec. 31, 
1937, compared with earnings of $14,- 
240,957 for 1936, and $11,730,768 in 
1935. Net sales for 1937 aggregated 
$133,126,506, against $122,462,350 for 
1936. 


Chilton Company 
Report shows net profit for the 


year ended Dec. 31, 1937, of $277,950, 
compared with net profit in 1936 of 
$234,934. 


Congoleum Nairn, Inc. 

Net income for the fiscal year 
ended Dec. 31, 1937, was $2,524,929, 
compared to $2,548,689 for the cor- 
responding period in 1936. 


Studebaker Corporation 

During the year ended Dec. 31, 
1937, net sales amounted to $70,683,- 
261, against net sales of $68,928,724 
in 1936, an increase of 2.54 per cent. 
Net profit for 1937 was $811,874, com- 
pared with $2,187,783 in the previous 
year. President Paul G. Hoffman at- 
tributed increased material and labor 
costs during the first nine months 
and the sharp decline in sales dur- 
ing the fourth quarter to the decline 
in net profit for the year. 


Pet Milk Company 

Net income for 1937 was $699,155, 
compared with $911,552 in 1936. Net 
sales totaled $29,702,594 in 1937. 


National Dairy Products 

Report shows net profit of $10,290,- 
731 for the year ended Dec. 31, 1937. 
Sales totaled $351,015,643, against 
$329,171,729 in 1936, an increase of 
6.6 per cent. 


Cream of Wheat Corporation 
Report for the 1937 fiscal year 


shows net income of $1,202,745, com- 
pared with $1,402,419 in 1936, a de- 
crease of 14 per cent. 


Armstrong Cork Company 

Net profit of the domestic com- 
panies for 1937 was $4,855,852, 
against net profit in 1936 of $5,113,- 
737. Net income of the foreign com- 
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Of interest to 
users of direct mail 


U. S. DISTRICT COURT RULES 
ON U. S. PATENT No. 1,460,492 
fn A suit against infringers of the Latz Personalized Letter, the 


United States District Court, Southern District of New York, has 
upheld the validity of the U. S. Patent Number 1,460,492 owned by 
Harry Latz Service, Inc. and has decreed as follows: 


... “The article is, in my opinion, a ‘manufacture’ within the meaning 
of the Patent Law and | hold the patent therefor valid”... “This 
holding is sustained by its novelty and utility, its commercial success, 
the number of imitations and the acquiescence in its existence by com- 
petitors” ... “I find all five of the articles stipulated by parties as 
those claimed to infringe upon the patent actually do infringe” 


“the gist of this patent is the picture or the inscription which contains 


the message addressed by name to the intended addressee of the letter. 
The patent file and the claims are all insistent that the real constituents 
and effective elements of the patented article are at least one pictorial 
representation or inscription coupled with a ‘breather’ containing the 
message or a blank space incorporated in the illustration into which is 
introduced the name of the intended recipient of the letter. It is this 
device that effectuates the function ascribed to the patented article. No 
other does and no other is claimed to do so.” 

... “It follows therefore, that all of the defendants have appropriated 
the original article and have invaded either by manufacture” . . 
by use and sale”... “the rights of the plaintiffs” 
dismissing the counterclaims” . . 


. “and 
... “Submit decree 
. “and providing for a permanent 
injunction to continue through the life of the patent against all the 
defendants, and an accounting by all.” 


Quotations from the opinion of Juvce Joun W. Crancy. 


—_ 
onan AZo 
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HARRY LATZ SERVICE, Inc. 
461 EIGHTH AVENUE - NEW YORK 
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Getting Personal 


From the high seas comes word that the G-E vacation brigade 
that’s been touring the Caribbean will dock Saturday. Earle Poorman, 
district appliance manager, and D. W. May, radio sales executive, head 
the party of 500 dealers and their wives. The motorship Pilsudski 
was chartered for the occasion... 


When J. B. Milgrim, a.m. for Trommer’s beer, dropped in to ad- 
dress the Association of Advertising Men the other day, he performed 
a thorough merchandising job by bringing along a truckload of golden 
brew. It started the bock season off in good style. . 


The west coast seems to be 
beckoning to F. A. Conolly, 
merchandising manager, Oakite 
Products. He'll be off within a 
week or so. . . Roland Martini, 
Gardner Advertising v. p., just 
came back to town = from 
i Se 


Up at Thomaston, Me., Ralph 
Starr Butler, General Foods 
v.p. in charge of advertising, 
helped officiate at the launch- 
ing of two new oyster boats for 
Bluepoints Company, Inc., G-F 
subsidiary. . . 


Sea fever hit the agencies 
last week with John Lyman 
Bogert, Benton & Bowles a.e., 
sailing aboard the Santa Paula 
with Mrs. Bogert for a 17-day 
South American cruise, while 
George Scher, publicity chief at 
Lennen & Mitchell, confided 
he’ll leave next month for a 
trip ‘round the world. . . 


SAILING—Herbert C. Claridge, advertising 
manager, Salada Tea Company, with Mrs. 
Claridge, as they sailed for England. 


It’ll be a June wedding for Mary Stovall Wood, daughter of the 
Sears, Roebuck prexy, and William Stamps Farish, Jr., son of Standard 
Oil’s (N.J.) president. . . 


Julien J. Proskauer, the magician-printer-lithographer, has been 
named chairman of the printing and allied trades division of J.D.C., an 
organization that raises funds to alleviate suffering of Jews in Ger- 
many, Austria and Poland. He’s planning a “Night of Mystery” show 
in which well known prestidigitators will take part... 


Greetings from Nassau—Jim Muldoon, who relinquished his ad- 
manager’s post on the New York Law Journal recently, seems to think 
he’s found a better mode of living. . 


A quarter of a century as advertising manager for Standard Sani- 
tary Manufacturing Company is deluging C. B. Nash with congratula- 
tions. He’s been with the company 35 years in all... 


When that “Preview of the 
World of Tomorrow,” elaborate 
promotion for the 1939 New 
York fair, gets going April 30, 
a group of well known adver- 
tising personalities will look on 
approvingly. Among those who 
are lending assistance are 
Colby Chester, General Foods; 
Col. K. G. Martin, Charles Hoyt 
Advertising Agency; Dr. Miller 
McClintock, Traffic Audit Bu- 
reau; Lee H. Bristol, Bristol- 
Myers; G. Lynn Sumner; Judd 
Payne, Associated Business Pa- 
pers; E. H. McHugh, Hearst 
Magazines; Alfred McCosker, 
WOR; P. L. Thomson, Western 
Electric Company. . . 


FAIR BOOSTER—Grover Whalen has initi- 
ated a series of broadcasts for WNEW, 


New York, from the World's Fair grounds. Mrs. Charles B. Knox, that 


grand advertising-minded octo- 
genarian who heads the gelatine company, arrived in America this 
week aboard the Acquitania. .. A. Ward Wheelock, agency prexy, also 
came back to these shores on the same boat... 


Dan Ryan, radio director of W. E. Long Company, Chicago, flew to 
Salt Lake City last week to arrange a “man on the street” broadcast 
built around interviews with passengers of transcontinental United Air 
Lines planes. The program, to be aired over KSL, will be sponsored 
by Holsum Bakery of Salt Lake City. . . 


Lowell Thomas’ pocket-sized Commentator for April prints a lively 
profile of Hon. Bruce Barton, Congressman from New York’s twelfth 
district. BBD&O’s Roy Durstine, mentioned in the piece, is dubbed Ray 
Durstine, and Alex Osborn, of the original triumvirate, is set down with 
Woollcottian brevity as Alec. . . 

Bill Staab, Fuller & Smith & Ross media chief, is moving into his 
attractive new house in the suburbs of Cleveland this month. . . An- 
other recent mover is Delco-Frigidaire Conditioning Corporation’s ad- 
vertising department which has been moved from the third floor of 


the plant in the outskirts of Dayton, O., to centrally located 300 N. 
Taylor street. . . 


Winter-end visitors in Florida include William Loomis, president 
of the National Editorial Association, who addressed Kiwanians and 
newspapermen in Clermont. J. B. Scarborough, n. a. m. for The 
American Magazine, can be found at the Pancoast Hotel in Miami. 
And at Miami's Macfadden-Deauville are Mr. and Mrs. D. D. Mc- 
Cutcheon, of Evanston, IIl., (Chicago rep for Liberty)... 


M-G-M’s advertising manager in Paris, Elias Lapinere, received a 
special citation for excellence in copy last week. Edwin C. Wilson, 
U. S. Charge D’Affaires made the presentation in behalf of Martin 
Quigley, U. S. publisher. . . 


Ross Gamble, Leo Burnett Company, and John Platt, advertising 
manager, Kraft-Phenix Cheese Corporation, both of Chicago, are sport- 
ing Florida tan... 


Exposition of 


Sound Touring 
in 24 Cities 


(Continued from Page 22) 


oped loudspeakers capable of project 
ing speech and music for distance; 
upwards of a mile with the utmost 
clarity. They utilize the world’s larg. 
est permanent magnets. These speak. 
ers will provide music and specia| 
sound effects from recordings and 
will also send out speeches made oy 
station platforms. Similar powe: 
speakers are finding application ip 
the direction of fire-fighters, beach 
patrol work, communication between 
ships and the dock and for large out 
door gatherings. 

Inside is an assortment of sound 
equipment valued at $35,000. Two oj 
the most interesting exhibits, fron 
the popular science standpoint, are 
an Electron Multiplier tube develope;( 
by RCA’s television scientist, Dr. 
K. Zworykin, which plays music on 4 
light beam; and a cathode-ray tube 
exhibit for studying the character. 
istics of the voice and other sound 
There is an array of sound reinforce 
ment and public address apparatus 
ranging from compact assemblies for 
portable use to the powerful systems 
used in large auditoriums and thea. 
ters. Much of this equipment has 
been so standardized and designed 
that it can be merchandised by radio 
and electrical supply dealers like 
packaged merchandise, with a mini. 
mum of technical supervision. 


Other Equipment Shown 


There is a display of the newest 
types of microphones employed it 
radio, motion picture and sound re 
inforcement applications. There ar 
loudspeakers graded in size and per 
formance from that of a small table 
model radio to a big console assembly 
used to monitor the high quality 
sound outputs from broadcasting sta 
tions. Also shown is a school soun( 
distribution system for sending radio 
and recorded programs to individual 
or all classrooms and to make ab 
nouncements by microphone; RC& 
Victor’s new inter -communicatio 
systems for talking between room: 
and offices, with or without intercon 
necting wires; a disc-recording app 
ratus for making records and immé 
diate play-back; and an _ electri 
chimes system. 

The exhibit car will return in 4 
proximately six weeks. It will 
hooked on to regularly schedule 
trains, and shunted onto special sid 
ings at each city. The _ itinerar! 
includes stops at Washington, Ric 
mond, Charlotte, N. C., Atlanta, Mem 
phis, New Orleans, Houston, Dallas} 
Oklahoma City, Kansas City, Omabhé 
Minneapolis-St. Paul, Milwaukee, De 
troit, St. Louis, Indianapolis, Louis 
ville, Cincinnati, Columbus, Cleve 
land, Pittsburgh, Buffalo, Syracus 
and Boston. 


Wz 


Brennan Appointed 


Timothy J. Brennan has been 4? 
pointed assistant to the vice-presidet! 
in charge of mail order sales {0 
Poor’s Publishing Company, Bost0 


‘Dn Seattle the 
TIMES CARRIED 


56.7: 


OF DRUGSTORE LINAGE 
DURING 1937 


2nd Paper. 29.7 % 


3rd Paper. . 13.6 % 


When a newspaper leads its compet 
tors in 19 out of 24 retail advertising 
classifications (as does The ttle 
Times) there can be only one answer 


CONSISTENTLY SUPERIOR RESULTS! 
O'MARA & ORMSBEE, Advertising Rep 


PUBLISHED DAILY AND SUND* 


The Sealtle Cimes 


O'MARA & ORMSBEE. Advertising Re?’ 
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Reminiscent of the Jesse James era is 
ound this handbill used by N. B. Winkless, Jr., 
NO Ol Milwaukee advertising man, in applying 
from for a position. 

, are 
loped 
| NEW PRODUCT 
on 4 
tube 
acter: 
DEVELOPMENT 
force 
ratus 
=) VITAL: NASH 
stems 
thea: . 
t has 
por Chicago, March 24.—With public 
like purchasing power down, and with 
mini- a legislation eliminating many of the 
advantages formerly held by manu- 
facturers, the importance of devel- 
% oping new products, new styling, and 
— : new appeals in merchandise is 
ed ir | greater now than ever before, Ben 
nd re | Nash, industrial designer, told the 
re ar | packaging conference of the Amer- 
1d per | ican Management Association here 
1 tabk | yesterday. He amplified his ideas be- 
sembl fore the Chicago Federated Advertis- 
qualit ing Club today. 
ng sta = The most important problem now 
souni is to give more attention to what the 
» radid consumer wants, Mr. Nash said. More 
ividual product research must be done, and 
ke ab it must be done continuously, since 
: RCA what was wanted yesterday may not 
‘ication ) be at all what is wanted today or 
room ) tomorrow. 
itercon Lists Current Trend 
g app 
| imme Mr. Nash outlined the following as 
electri trends which make product analysis, 
refinement and redesign of particular 
1 in al importance under current conditions: 
will & 1. The influence of the buyer—the 
hedulei 9 ultimate consumer—is growing con- 
cial sid stantly. Your product must satisfy 
tinerar! his wants. 
n, Rich 2. Equalization of such competi- 
a, Mem) 4) tive factors as discounts, allowances, 
Dallas) > etc., by legislation means that the 
Omahi} 9 Successful seller will be forced to get 
kee, De} © business from his competitor at the 
;, Louis} ) actual point of sale by incorporating 
Cleve} product refinements and new ideas 
Syracu¢— — that consumers will want, as against 
competitive products. 
8. Consumers are demanding im- 
ted proved product appearance. 
been sia 4. The expiration of many patents 
presidet! conceived during the productive 
sales {0! years after the war makes it nec- 
, Boston ——_—— — 


—with the wi farm 
medium > that gives 


THE MIDWEST 
FARM PAPERS 


braska F. 


ah Wisconsin Asriculturist and 
Farmer 


essary for patent holders to incor- 
porate refinements and improvements 
which will take the place of their 
patent monopolies. 

5. The current tax laws make the 
time specially favorable for the in- 
vestment of money in product and 
package developments. 

6. The heavy industries are becom- 
ing more active, and the ideas de- 
veloped by these industries during 
their long period of stagnant sales 
are now being developed and intro- 
duced. 

7. A wide variety of new and im- 
proved materials of all types has 
been made available in recent years. 


Beware of Abstraction 


Few existing products will be able 
to withstand the pull of these in- 


fluences, Mr. Nash declared, in point- 
ing out that his philosophy of prod- 
uct and package design was based 
entirely on the maxim, “sell more 
merchandise.” In line with this 
thought, no abstractions, such as a 
“pure” concept of beauty, are allowed 
to creep into his work, he said. All 
product and package design must be 
practical, and must be clearly and 
closely related to a selling and mer- 
chandising plan which fits the known 
needs of the consumer, he declared. 


Rosette Gets Zenograph 


Reproduction Equipment Corpora- 
tion, New York, manufacturer of 
Zenograph, has retained Rosette Ad- 
vertising Corporation, New York, to 
handle its advertising. Newspapers 


and direct mail will be used. 


McGraw Re-Elected 


James H. McGraw, Jr. was re 
elected chairman of the board and 
president of McGraw-Hill Publishing 
Company, Inc., New York, at the 
annual meeting last week. All other 
officers were also re-elected. 


Northampton Advertises 


The Chamber of Commerce of 
Northampton, Mass., has launched a 
campaign in New York and Phila- 
delphia newspapers to attract indus- 
trial companies. 


Campaign for Tea 


American Coffee Company, New 
Orleans, has launched a newspaper 
drive for its French Market tea. The 
campaign will feature a new three 
ounce 10-cent package. 


Mayers Gets Sears 


Mayers Company, Inc., Los An- 
geles, has been appointed advertis- 
ing agency for the Southern Cali- 
fornia division of Sears Roebuck & 
Co. Radio and outdoor will be used. 
Henry Mayers is account executive. 


Miss Cole with Agency 


Helene Cole has joined Hallings, 
Thomas & Steindler, Inc., New York, 
as account executive. She was for- 
merly a partner of Cole & Parbury, 
New York, art service. 


“White Collar’ Debut 


White Collar, “The Forum of the 
Office Worker,” will be published 
monthly beginning in April by Rus- 
sell A. Dorsey, 501 Washington 
street, Buffalo, N. Y. 


year’s class won’t do for 


it alone. 


petting, and now—it’s pitching woo! 


Sounds ridiculous, doesn’t it, but every man with 
goods to sell should heed its lesson. The idiom of last 


the graduates of this one. 


Change there must be, even if only change in name! 


So, don’t let your product—or your advertisements 
—get into a rut. Even though sales figures are all 
they should be, don’t say “Let well enough alone.” 
First thing you know, customers will begin letting 


It has happened before —to men who made automo- 
biles, tooth brushes, ginger ale and a hundred other 
men. By the time they realized that the audience 


The Kids have a 


JV. EK W name for it 


ONCE it was spooning, then it was necking, then 


was beginning to tire of their act, a competitor had 


stolen the show. 


If you have any suspicion that your product and your 
advertising are failing to keep pace with the on- 
coming generation, we have some ideas it may pay 
you to consider. For when a manufacturer waits too 


long to change his brand, 
ing theirs. 


the customers begin chang: 


Marsehalk and Pratt Incorporated 


An advertising agency promoting among others the following 
products: Dutch Boy White-Lead, Esso Gasoline and Oil (via 
radio), Monel and Nickel, Postal Telegrams, Roger & Gallet 
Toiletries, Rogers Peet Clothes, Saraka Laxative, SKF Ball 
Bearings, Underwood Typewriters, Whitehead Kitchen Equipment. 


535 FIFTH AVE., NEW YORK 
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| ' i Ad *tisi | which ranks high in youthful appeal 
FEKS 10 60 a ee POWER 10 TALK | HISTORIC COPY creating great interest a the 
saeial in writing copy on it. 
Local winners will be determined goed kh nt! reg tom ili 
by local groups of judges set up by LUGL CO” a ble for a more recently launched 
ON ADVERTISING ji. ceoreeesorse'=| ESSENTIAL IN eyez ee 8 ee eee ree 
ons; y ‘ ~ 
. Lytton & Sons store. At 
lected by the following jury of and Uses. en gle toe Regency oe 
awards, representing business, adver- a yy | seeing ara naercliy: Roget sg 
FSSAY CONTEST ees <n = . chandise with a cartoon in the schoo] 
viewpoints: ; 
Prof. Fred E. Clark, head of the aa aia FP gg gen ge 
j oar ggg enya see (Continued from Page 1) school’s “leading lights” and presents 
Expect Entries to Set New ~ agp sid = petess oo tr acaee the Seven Dwarfs” to draw a pack- him wearing the article from the 
i pron sree Dr "Herbert 'W. Fees, aging analogy, Mr. Wolf again made store featured that week. 
High Record er ae a maubeiien Wharton | U8¢ of fable. Pinnochio, a piece of ‘diceinasianinen 
School of Finance and Commerce bs which a ae Moe Pre was WwCcCcO Plans Fete 
r e is oe 9 om ee eee : | 
Chicago, March 24.—Three weeks} University of Pennsylvania; Thomas blood” puppet un nd ¥ avers e bis v nets wre Station WCCO, Minneapolis, has 
. ‘ .; |master, could easily be compared to saat, werent basing 9 oe, planned a full day of festivities for 
remain in which essays may be en-| Robb, manager, sales promotion divi- the modern package, Mr. Well éc- et oot & SP aes ot te 
tered in the third annual competition sion, National Retail Dry Goods As- preeeany Saisteresesons ee ae cae oe 
among high school and college stu-|sociation; Mrs. William Dick Spor- “Like Pinnochio,” he said, “pack- Se SS volved an expenditure of more than 
dents which is being sponsored by | borg, chairman, consumer educational asin aaah ithe quietness et the "ang ig formed inch $100,000. 
ADVERTISING AGE. The closing date of |committee, General Federation of nent te become telly mature ond ee eat . 
the competition, which calls for es-| Women’s Clubs; and G. D. Crain, Jr., wise. Our package is a modern pup- — To Baldwin & Strachan i 
says of 1,000 words or less on “How | publisher, ADVERTISING AGE. eet. meee ae ae : Westfield Planters Cooperative 
Advertising Benefits the Consumer,” The competition is divided into two P , lk. I Sea Seco Re sare orice ee Fruit Products, Inc., Westfield, N. Y,, 
is April 17 groups, high school and college, and It can and should talk. : can — producer of grape juice and other 
With almost two score newspapers |cash prizes totalling $1,000 are being sel pod og ges gy ni J. M. WARREN C0. fruit products, has appointed Bald- 
and other publications conducting lo-| offered by ApbverTisinc Ace. First the is Ae thant ee Boece the HARDWARE aup eeveomnans win & Strachan, Inc., Buffalo, as its 
cal contests in their own communi-|prize in each division is $250, plus ane in eeanaee the FE enone hea canst advertising agency. 
ties, and with other students being |an all-expense trip to Detroit; second ” . irst dealer advertising for stainless steel : 
permitted to send their entries di-| prize is $100, and third prize is $50. —. he added, if responsive a ope oy Steel, Watervliet, a F Paper for Juniors 
rectly to Apverrisine AGr, indications |In addition, 20 honorable mentions fi : ’ onan 4 ; bag The Michigan Junior Chamber of 
are that the current contest will ex-| (10 each in the high school and col- to net tygreel ering sa eta . a : Commerce has issued News Review, 
ceed the 1937 contest in number of |lege divisions) will be awarded $10 several ee Sa ee ow M. h il Field monthly mailed to each member in 
entries by a wide margin, possibly |each but adequate information on the arsna the atate. 
* : sae ‘9 He .. | product’s recommended uses. Mate- _ enemies 
100 per cent or more, and reading| Complete details of the contest, in-|*. ; : , , F. d N ie : . 
and judging of the essays will be be-|luding rules, are available to readers yen of this type wey i: _ hon Welt | in Ss ew rop Drive for Miles Shoes 
gun immediately after the closing |0f ADVERTISING AGE upon request to HER ERE waetes he MB care gh Miles Shoes, retail chain of 100 
date f ntries, so that winner the Contest Secretary than technical data which might ap- | of Copy a ent stores, has released a spring cam- 
rs baad ge egy i predlig r* ignite Sachi Sl pear on the package or label. Most | paign in 50 newspapers. Lawrence 
sete or tage : time bop ee x technical information, he pointed out, | Fertig & Co., New York, is in charge. 7 
tation of their awards at the conven- Plan Liquor School if accurate, would necessarily be in| Chicago, March 24.—Marshall Field -" Fi 
= a =| The Wine & Spirits Academy, Inc.,| terms unfamiliar to the average con-|& Co., easily a top spender for copy Bolas with NBC i 
New York, will conduct a_trade-|sumer and therefore without actual|and art in retail advertising, today} George A. Bolas, formerly with [7 
ht see school to teach historical value either to her or to the manu-|reported that a recently recruited | Swift & Co., Defiance, O., has joined i 
erage te, lg etn or facturer. |corps of student copywriters and art- Se — L sag tt staff of i 
PEN AND INK | cording to Jack H. Treuhaft. manag. a ee ee lists—with glory as their chief re-|National Broadcasting Company. | 
B tailer Week a pahaiatanlnes |ward—is performing in a fashion |= — 
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ing editor, Beverage Retailer Weekly, 
sponsor of the school. A. DeOliveria 
Aguas, Austin Nichols & Co., is 
president of the school. 


Four Name Snow 


Galen Snow, Ine., Springfield, 
Mass., has been named advertising 
agency for Greenfield Tap & Die Cor- 
poration, Baker Extract Company, 
Rising Paper Company and Burr 
Nurseries. Greenfield and Rising 
will use business papers and the 
others, newspapers and radio. 


Thornton with “Bee” 


Charles L. Thornton has been ap- 
pointed national advertising man- 
ager of the Sacramento Bee, succeed- 
ing Victor Cowley. Mr. Thornton 
was formerly advertising manager of 
the Rocky Mountain News, Denver. 


Steinmetz in New Post 


Kenneth Steinmetz has resigned as 
buyer and merchandiser of Sears, 
Roebuck & Co., New York, to join 
Lorenzen & Thompson, Inc., publish- 


ers’ representative, Chicago. 


... How to protectjyourself against 


legal mis-steps in advertising 


This new book discusses the legal problems the advertiser 
relationships 
publishing advertisements, giving him sufficient knowledge 
of principles and reasoning involved, 


encounters in the varied 


have done in previous cases, 
course and avoid troublesome errors. 
tising is covered, from the 


petitor, publishers, 


Just published 


consumers, 


to enable 
Every phase of adver- 
context 
advertisements and advertising schemes, 
tacts arising between the advertiser, his agencies, 
and others. 


of preparing and 
and what the courts 
him to guide his 
and presentation 
to the many 


of 
con- 
his com- 


LEGAL PHASES OF ADVERTISING 


345 pages 


$41.00 
Look up in this book: 


What right of privacy has 
the individual? 


-What types of advertising 


are prohibited by statute? = | 4 pays: EXAMINATION—SEND THE COUPON | 
‘What constitutes unfair | McGraw-Hill Book Co., 330 W. 42nd Si BB, . | 
competition in advertising? I send me Finkethor's Legal Phases of Advertising | 
How can trade-marks be | tor 10 days’ examination on approval. In 10 days | 
protected? | I will send $4.00, plus few cents postage, or return | 
book postpaid. (Postage paid on orders accom- 
—Can your advertisement | panied by remittance.) | 
be protected from  copy- | l 
ing? \ PEM 5k oka ba OEE & B-0 oc wb) 2 Ago BLO IS NLS BE AeA | 
—-What legal claims has the | Lddress ‘3 | 
reader of your advertise- 
ment? | City and State _ 
—Is your lottery or contest J eo i eee ee ees ees ese er ee y 
scheme legal? | ] 
| Company .....-.- aap tad rer . Age-3-28-38 i 
and many other questions (Books sent on approval in U. S. and Canada only) 
ak ins. is eh Gt ae in Os a on ee je el 


Points out 
tions and disagreements arise, makes the ruling 
principles 
and gives an understanding of the attitude of 
the courts toward the advertiser's problem. 


By Francis Finkelhor 
Member of the New York Bar 


the many points over which 


real and alive that apply to them 


ques- 


Mr. Wolf pictured the present busi- | 
ness recession as an opportunity for | 
packaging experts, recalling the 
strides made by the industry faite | 
the last depression. The increased | 
difficulty in holding sales volume is 
certain to place a stronger emphasis | 
upon all factors of merchandising | 
and particularly upon packaging, he | 
declared. 

Mr. Wolf also stressed the need of 
greater attention to consumer groups. 
“Many of these,” he said, ‘‘are led 
by people of high intelligence. We 
should all, as packagers, pay as much 
attention as we can to those groups 
which are striving for real education 
of the consumer. 

“There are others which I am not 
so happy about. There is need, how- 
ever, for manufacturers to do a real 
educational job with consumer 
groups which seem to be starting off 
on the wrong foot. They are doing 
considerable damage.” 

More technical aspects of packag- 
ing were covered by Mr. Baum in “A 
Working Plan for Package Develop- 
ment.” 

Mr. Baum’s plan involved eight 
major steps of cooperative effort 
among advertising, art and sales de- 
partments and the package designer. 
He also set forth basic rules for the 
establishment and effective operation 
of a packaging committee. Empha- 
sized in these rules were the desir- 
ability of establishing packaging re- 
quirements prior to retaining a de- 
signer and the value of periodic com- 
mittee meetings to survey all of the 
company’s packaged merchandise. 


Discusses Selling Techniques 


Further techniques in the selling 
path of the product were discussed by 
Mr. Gonda in “Merchandising a New 
Package.’ He emphasized the value 
of showmanship in both conception 
of the package and its actual intro- 
duction to the consumer. 

An excellent example of this, he 
pointed out, was the introduction by 
Anheuser-Busch, Ine., St. Louis, of 
Budweiser beer in cans. In this 
campaign, he recalled, the company 
decided upon gold as the one thing 
accepted the world over as a stand- 
ard of costliness and quality. Gold 
color, therefore, dominated all presen- 
tation material as well as the new 
can itself, and the beer was _ intro- 
duced “virtually as jewelry.” Sue- 
cess of the campaign, he asserted, 
was due to the strong emphasis upon 
this appeal in all forms of advertis- 
ing and promotion, plus the concen- 
trated showmanship inherent in the 


that experts on the regular payroll 
might envy. 

The student copy plan, involving 

weekly appearance in high school 
newspapers of copy written and il- 
lustrated by students in each school, 
started as a contest some weeks ago. 
The objective according to Miss Mar- 
garet Egan, in charge of Field’s sub- 
urban store advertising, was to in- 
crease both institutional and sales 
value of advertising appearing in 
school publications. 
The contest idea, Miss Egan said, 
was adapted by David Shand, adver- 
tising and business manager of the 
Evanstonian, the newspaper published 
by Evanston Township high school, 
from a plan similarly used in a 
Southern city. 

New Trier and Highland Park high 
schools, both of suburban Chicago, 
are also participating in the venture. 
All students in these schools are elig- 
ible to enter. 

Each week sample merchandise is 
sent to the schools from the store. 
Students are given the opportunity 
to inspect it, try it on, or appraise 
it in any way they choose. Contest 
submissions may be either copy, art 
work or photographs. These entries 
are submitted to the store and judged 
by executives of Field’s advertising 
bureau. Winning entries for each 
school are used in Field advertising 
appearing in subsequent issues of the 
respective school publications. 

Credit lines are given in each in- 
sertion to the student responsible for 
the copy and art work. The space 
used in the newspaper is paid for at 
regular rates by the store. At the 
close of the present school semester 
merchandise certificates for $15 will 
be awarded to students in each school 
whose copy or art is judged best in 
the series. This final selection will 
be made by judges representing the 
store, school faculty and _ parent 
groups. 

Miss Egan pointed out that the 
store formerly used space in school 
publications in a rather aimless fash- 
ion. This advertising, she said, was 
chiefly institutional. 

The new venture, she reported, has 
reversed this situation, providing a 
sufficiently powerful sales stimula- 
tion to the merchandise advertised 
to make other copy on the same ar- 
ticles almost unnecessary. For this 
reason, actual comparisons on the 
pulling power of the student copy 
and that of the regular staff are not 
available. 

She said that the merchandise se- 


story told by the company. 


lected for the students was that 
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- 


from any 
type with 
PHOTOSTATS 


It's really amazing 

the things Rapid is 
doing these days! Artists 
and ad men are wild about 
this innovation . . . a time 
and money saver unequalled! 
Mechanical block lettering 
from any type face. Merely 
furnish Rapid with a type 
proof . . . designate any of 
the dozen effects available 
. . » back comes Block letter 
ing ready for reproduction. 
Investigate! Call— 


RAPID 


COPY SERVICE CO. 


7 BRANCHES: NEW YORK, 415 Lexing” 
ton, 444 Madison, VAnderbiit 3 - 3680, 
CLEVELAND, Ninth — Chester erty 
MAin 9335 @ CHICAGO, 110 So- = 
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NEW LAWS HELD 


| AN OPPORTUNITY 
|} FOR PACKAGING 


of cooperative stores. In this pre 
diction he cited the trend followed 
by most such outlets in returning to 
the “cracker barrel and brown paper 
bag” type of packaging. This appeal 
has not met with success, two large 
wholesaler cooperatives recently re- 
turning to modern forms of packag- 


IRNA Stations 
Signed, Union 
Turns to Others 


to the employment of union musi- 
cians. It is estimated that this will 
result in an additional $1,500,000 an- 
nually in musician payrolls. 
According to Emile J. Gough, sec- 
retary of the IRNA committee, 260 
of the 273 affiliated stations have 
signed contracts and the number of 


stations. Conversations are set for 
March 28 when the union will de- 
mand that independents sign con- 
tracts similar to those just negotiated 
with the IRNA. Should the indepen- 
dents balk at this, Joseph Weber, 
union president, has indicated that 
he will demand that record manufac- 


ing. New York, March 24.—The Inde- — ~ a ~ ant turers cease to service non-union 
week’s action winds up the stations. 

t Perishable Items a Problem emg creas pone gape eho committee’s work but Mr. Gough said 

s : Perishable items offer a new and|cians ended five months of negotia-|that it will not disband. 

. (Continued from Page 6) challenging front for packaging|tions this week as they exchanged NAB te Take Hand Gets Nu-Way Products 

” trayed by Mrs. Moffett, while orig-| technique in the food field, Mr. Miller|contracts between stations and re- _Nu-Way Products Company, New 

inally a cause for alarm among many | asserted. He also predicted expan-|spective locals and formally declared| While the IRNA committee was or- York, maker of Nu-A nutrient salts 
manufacturers and advertisers, ha8|sion of the frozen food industry|the “IRNA-AFM Agreement” opera-|ganized last year because of alleged — oe ~. ee ee 
crystallized, insofar as requests for| which would involve a demand for tive. ineffective station representation by mong York ‘te et its adver. 
as informative labeling are concerned,) new packaging materials and the The new contracts call for all net-|the NAB, the latter will take an ac- tising. The product itt he suavtented 
OF into a demand for open competition | solution of “unsolved packaging prob-| work affiliated stations to contribute |tive part in forthcoming discussions | jn package form for use by amateur 
“s on price and quality. lems.” 5Y per cent of their gross receipts |between the union and unaffiliated |and small professional growers. 
in The consumer viewpoint § has ce 
= shifted radically from its “debunk- : 
| ing” attitude of a year ago, she —_ — a 
' pointed out. At that time, consumer SP pes, Phe, Pee he ee 
4 - activity was focused upon disclosing 
Ay sensational evidence of fraud or mis- 
rer representation, she recalled, a phase 
Id- which resulted chiefly in creation of 
its confusion among manufacturers as 
to methods which should be employed 
to correct unfavorable conditions. 

The Consumer - Retailer Relation s 
of Council, Mrs. Moffett said, offered e . ’ | 
ew, one of the first mediums through OW meets a vertis 1n S ‘ 
in which organized consumers and re- ? < 

tailers might cooperate in solving . : 
common problems. 

Studies of this and other consumer 
109 groups, she pointed out, have re- 
am- vealed that price, without any defini- 
nce tion of what is being offered at a [ou est C a € nN e 
ree. price, is meaningless as a consumer : 

buying guide. Fair trade laws, she fobs /_ 

; = added, have further weakened price : : ’ 
with | @ in this respect. , 
ined : : 
f of fa Lists Essential Product Facts 4 

Essential product facts, as sug- 
ai gested by these consumers, include 

the product’s recommended use; 


what it will do; how to care for it; 
what it is made of; how it is made, 
and finally, who sponsors it. 

Mrs. Moffett urged that manufactur- 
ers explore the possibilities for profit 
in the consumers’ definition of open 
competition —informative labeling— 
as had been done so profitably in .the 
art of color and design. 

Diverging from Mr. Givner’s ex- 
} pressed preference for grade labeling 
over descriptive labeling was Mr. 
Miller, who asserted that Mrs. Con- 
sumer doesn’t want the former, even 
though she has told the food manu- 
facturer that she does. 

In “making packages talk,” Mr. 
Miller said, food manufacturers are 
answering this ‘unexpressed desire” 
in giving the consumer descriptive 


Food profits are.in pennies, And competition is tough, Food 


advertising has to be good. That's why: 


1. WKRC carries more hours of grocery product ad- 


vertising than any other local Cincinnati station. 20% 


MORE than all other local stations combined!* 
| Sa i SaaS | ge | 
2. More individual grocery products are advertised 


over WKRC than over any other local station. 42%: 


7 


labeling. * MORE than over:all other local stations combined!* 
“If she accepts this descriptive 
labeling,” he commented, “and evi- ¢ . : ‘ 
dence indicates that she will, then 4. In the very important Domestic Arts Guild — 
> those descriptive label packages have 
d > . ; + « . . 
coe ee where Cincinnati women establish food preferences—. 
An additional benefit of consumer ae e. se .y Neck Damenies ; ee ts ssa 
accepiance of descriptive labeling, only KR has a microphone permanently installed! 
according to Mr. Miller, would be the oe ; : Se 
“headache” thus avoided by the con- e ; : 
Sumer, farmers, state and national , : 3 ; 
alicegn, aaa auk meee Gee : That’s a survey that sticks. It's a preference proved with 
and drug experts. ‘ ‘ ; : Pi : : oO . 
Mr. Miller decried the possibility the closely-figured dollars of grocery product advertisers. 
of widespread consumer acceptance es | é 
<= They know that, in Cincinnati, advertising “at a cost in 
keeping with the market’ means buying time over WKRC— 
: the Columbia-Network station for the Cincinnati market. 
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‘In Cincinnati: “This is the COLUMBIA’ BROADCASTING “SYSTEM” 
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550 kilocycles * 5000 watts daytime - 1000 ‘watts eve- 
e ning. Owned and operated by the Conumsra. Broad: ~ 
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W. want at least two new 


salesmen - Men who know 
low to view situations from 
the customer’s side of the 
desk - Men who are capable 
of interesting themselves in 
the customer's problems and 
Who realize that customers 


buy printed matter and direct 
advertisin 


co ya ; to accomplish s ‘ ee : eae SEN 
is ‘ inite objectives - Men who ; - CASTING SYSTEM. Represe ated by Ravid Saber <2. 
Lexing* ‘re accustomed to earning i. eed ere = sen aes 
3 - 3680, ten thousand a year and up. 2 oot: a eae S 
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Hrudka, New Account 


To Bayless-Kerr 


os Edward Hrudka, formerly with 
General Electric Company, Nela Park, 


rector of 

st Cleveland. 
The agency has been appointed to 

handle a direct mail and business 

paper campaign for Cowles Detergent 


Bayless-Kerr Company, 


i Cleveland, has been appointed art di- | 


Linage Drop 


| Due to Late 
1938 Easter 


Chicago, March 25.—Retail display 
advertising for this year through 


Company, Cleveland soap manufac-| March 19 was 8.9 per cent below the 
turer. |corresponding week of last year, ac- 


Hanson Transferred 


Elliott S. Hanson, formerly 
ness manager of “United States Steel 
News,” with headquarters in Pitts- 
burgh, has been transferred to the 
office of assistant to chairman of the 
United States Steel Corporation in 
New York. George Ehrnstrom, Jr., 
assistant editor of the publication, 
has taken over Mr. Hanson’s duties. 


Fox on West Coast 


Leslie Fox, commercial manager, 
KMBC, Kansas City, has been named 
Pacific Coast manager for Interna- 
tional Radio Sales, with headquarters 
in San Francisco. He succeeds John 
Livingston, who has become national 
advertising manager for KEHE, San 
Francisco. 


Kellogg on Car Cards 


Kellogg Company, Battle Creek, 
Mich., has placed a six-month con- 
tract with Street Railways Advertis- 
ing Company, New York, for car ad- 
vertising in the Boston subway and 
elevated and the Boston, Revere 
Beach & Lynn railway. N. W. Ayer & 
Son, Inc., Philadelphia, Pa., is the 
agency. 


busi- | 


|cording to the ApverTisInGc AGE Index 
of Retail Activity. 

| A total of 204,414,179 lines is 
shown for the 80 major cities meas- 
ured by this Index for the period re- 
ported, 20,103,715 lines less than the 
| 224,517,894 total for the comparable 
period of 1937. 

Because of the early arrival of 
Easter last year, heavy promotion 
linage is showing up in last year’s 
figures, making this year’s totals 
appear more than usually unfavor- 
able. 

For the seven-day period ended 
March 19, retail display advertising 
in the measured cities amounted to 
19,841,448 lines against 24,286,875 
lines for the corresponding week of 
1937, the loss amounting to 4,445,427 
lines or 18.3 per cent. 

Since Easter fell on March 28 last 
year, it may be expected that linage 
losses will continue for another week. 
After the 1937 Easter influence on 
retail linage has been passed, the 
current year’s linage should ascend 
during the weeks preceding Easter 
of this year which falls on April 17. 

Following is a table showing per- 
centage of gain or loss for each 


__| weekly period of this year over 1937: 


SE: SAPP Peer ee ere ree — 0.8 

RE NTIS ares 7a aio ae via 4b Gee — 2.4 

SS. | AS eer rarer — 3.7 

I EAP rere re — 6.1 
Y ° . i ree ee — 7.2 
Janesville Daily [i Asi---ecaenie my 

EER aloe eh al hz gtd. aig. bod ge a — 7.7 

GAZE Y 7 E Re Ee are ee — 6.8 
cai  . I gree aly eae —11.4 

e ‘ NN 55) 5 489.4 ed ai Raw a SD —14.8 

and Radio Station ener Te —16.6 

ae ME I MATCH, 19 2. .cccsrcccccvvcscs —18.3 

The tabulation appearing in the ad- 

joining column_ shows individual 


linage figures for each city measured 
by this Index. 


Miss Heuer for Self 


Miss Ottilie Heuer, formerly in 
charge of interior decorating inter- 
ests for House Beautiful, has _ re- 
signed to resume independent prac- 
tice as a home styling and decorat- 
ing consultant. 


Masterson Resigns 


Walter J. Masterson, Jr., has re- 
signed as advertising manager of 
Yachting, effective April 1. Mr. Mas- 
terson has held this post for five 
years. 
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Index of Retail Activity in 80 Important 


—— 


Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1938, by Advertising Publications, Inc.) 
% Gain % Gain 
12-Week 12-Week 12-Week or Loss or Loss 
Period Period Period 1938 1938 Week Week &% Gai 
Ended Ended Ended over over onded Ended or 

City Mar. 21, 1936 Mar. 20,1937 Mar. 19, 1938 1936 1937 Mar. 20, 1937 Mar. 19, 1938 Logs 
ARFOR, OG. scccccccscces 3,013,563 3,556,192 2,763,249 —8.3 —22.3 378,091 309,832 
Altoona, Pa. .......::. 1,354,178 1,503,831 1,474,361 + 8.9 —1.9 140,714 101,094 
Atlanta, GO. ..cccccers 3,135,454 3,273,442 3,287,172 + 4.8 +0.4 316,512 292,880 
Baitimore, MG. .....20. 4,372,124 4,870,475 4,555,578 +4.2 —6.5 571,403 493,209 
Birmingham, Ala. 2,229,962 2,760,170 2,723,896 + 22.1 —1.3 303,044 248,836 
BOSTON, BEABS. 2... 00008 4,035,199 4,483,630 4,002,950 —0.8 —10.7 499,125 368,998 
Bridgeport, Conn. ..... 1,862,960 1,957,648 1,906,044 2.3 —2.6 211,484 188,468 
Buffalo, N. Y. .....--+.- 2,984,668 3,617,376 3,383,982 +13.4 —6.5 424,298 341,796 
Camden, N. J. ....-++- 807,600 884,606 797,449 —1.3 —9.9 81,946 66,858 
Cedar Rapids, Ia. ..... 970,984 1,077,804 972,174 +0.1 —9.8 131,376 93,534 
Chattanooga, Tenn. 1,432,222 1,362,649 1,299,366 —9.3 —4.7 138,010 141,521 
CRICREO, TH, .ccccssese 6,133,373 7,155,096 6,673,195 + 8.8 —6.7 776,983 661,780 
Cincinnati, ©. ...-cecce 3,420,642 3,695,460 3,276,753 —4.2 —11.3 440,770 304,733 
Cleveland, O. ccesccors 4,011,759 4,509,497 4,110,997 + 2.5 —8.8 479,773 364,113 
CO, DO cdcccccons savdesee 05805000 #0550000 ses bee 330,588 260,006 
PIMRIMR, FOR. cocscceces 4,552,540 4,637,507 4,575,049 +0.5 —1.4 488,086 395,083 
Dayton, O. ..csseccece 2,801,162 3,242,400 2,866,012 +2.3 —11.6 371,168 321,252 
Denver, Colo, ......... 2,130,273 2,193,190 2,038,357 —4.3 —7.1 203,495 187,917 
Des Moines, Ia. ....... 1,339,224 1,392,862 1,402,019 + 4.7 +0.7 133,020 145,891 
a. ore 4,355,780 4,685,729 3,867,472 —11.2 -17.5 382,790 340,747 
BE POMG, SOEs cecsccces Senennse |. S800n0ece jj  é #9 6r 0800 ‘ees ores 210,812 223,524 
oS . SPererre rere 1,423,576 1,768,794 1,879,734 +32.1 +6.3 159,474 176,862 
Evansville, Ind. ....... 2,732,408 2,398,523 2,610,954 —4.5 +8.9 305,858 228,158 
Fall River, Mass, ..... 692,650 767,737 669,640 —3.3 —12.8 73,687 60,421 
Flint, Mich, ....0scsccse 1,895,782 1,811,880 1,653,260 —12.8 —8.8 198,394 165,256 
Fort Wayne, Ind. ..... 2,235,926 2,459,905 2,196,544 —1.8 —10.7 285,334 231,294 
GOPy, ING. coccsccccses 1,124,752 1,490,074 1,144,366 +1.7 —23.2 135,182 88,286 
Grand Rapids, Mich. 1,833,328 2,289,210 1,880,372 +2.6 —17.9 243,096 184,884 
Greenville, 8. C. ....... 1,172,970 1,419,885 1,324,226 +12.9 —6.7 157,044 131,460 
Houston, Tex. ........ 2,879,870 3,368,148 3,425,260 +18.9 +1.7 367,206 302,638 
Indianapolis, Ind, 3,491,75 3,785,229 3,403,216 —2.5 —10.1 270,438 306,432 
Jacksonville, Fla. 1,814,764 2,114,252 1,985,601 +9.4 —6.1 221,984 201,908 
Jersey City, N. J....... 502,360 486,703 421,847 —16.0 —13.3 54,359 45,161 
Kansas City, Kan, .... 444,934 567,952 603,029 + 35.5 + 6.2 48,629 51,002 
Knoxville, Tenn. ...... 1,940,568 2,085,020 2,227,428 +14.8 +6.8 221,634 213,738 
Little Rock, Ark, ..... 1,970,024 2,023,966 1,957,382 —0.7 —3.3 214,232 172,774 
Los Angeles, Cal, ..... sssccoes 5,546,381 4,989,763 eee 10.0 583,620 475,189 
EORIGCIR: TEN seevesce eescdnus 2,978,077 3,000,280 roe +0.7 378,934 257,917 
Lynn, Mass. ....csce0 2,082,976 2,043,580 1,707,174 —18.1 —16.5 221,088 166,292 
Manchester, N. H. 693,382 697,080 753,256 +8.6 +8.1 66,624 61,330 
Memphis, Tenn. ....... 2,308,758 2,398,552 2,374,106 +2.8 —1.0 244,174 211,806 
Milwaukee, Wis. ...... 2,679,061 3,847,219 3,277,193 +22.3  —14.8 475,416 353,241 
Minneapolis, Minn. .... 3,223,590 3,361,071 2,893,288 —10.3 —13.9 334,926 285,468 
Moline-Rock Island 1,790,110 1,946,084 2,002,840 +11.9 + 2.9 214,662 189,266 
New Bedford, Mass. ... 710,178 739,382 699,748 —1.5 —5.4 72,674 76,230 
New Haven, Conn, .... 2,004,268 2,031,498 1,945,566 —2.9 —4.2 204,400 171,248 
New Orleans, La, ..... 4,221,015 4,406,237 4,008,978 —5.0 —9.0 387,161 433.145 
tNew York, N. Y...... 13,621,182 14,761,207 13,159,326 —3.4 —10.9 1,595,982 1,270,791 
sBrookiyn, N. Y. ...+.- 1,443,937 1,557,210 1,113,101 —22.9 —28.5 166,533 108,811 
POOPEOER,. VE. vesscccncs 1,962,158 1,980,650 1,943,466 —0.9 —1.9 204,680 195,510 
Oakland, Cal. .........- 1,620,232 1,597,329 1,542,350 —4.8 —3.5 187,201 149,441 
Oklahoma City, Okla... 2,377,230 2,503,116 2,587,774 +8.9 +3.4 263,466 235,774 
POOPIM, BU. ccc secccsese 2,245,054 2,462,040 2,157,906 —3.9 —12.4 292,740 183,698 
Philadelphia, Pa. ...... 6,202,677 6,793,167 5,900,825 —4.9 —13.1 692,399 517,241 
PROOMIZ, AVIS. «. 206. 1,690,094 1,645,196 1,752,408 +3.7 +6.5 164,472 146,748 
PICCBDUPER, PA. 2.2.00. 4,661,010 5,600,196 4,638,718 —0.5 —17.2 590,226 422,226 
Portiand, Ore. .....65+ 2,439,668 2,607,364 2,369,142 —2.9 —9.1 257,852 205,408 
Providence, R. I. ...... 2,881,286 2,893,889 2,471,167 —14.2 —14.6 302,642 232,575 
PORN, FR. 6c sccsccse 1,892,386 2,231,810 2,071,709 +9.5 —7.2 236,208 195,692 
FLICnMONnG, VA. «.2..5> 2,609,012 2,728,362 2,562,742 —1.8 —6.1 300,342 270,116 
§Rochester, N. Y. ..... 3,679,022 4,042,531 3,075,163 —16.4 —23.9 371,590 289,060 
Sacramento, Cal, ...... 1,857,739 1,848,476 1,650,846 —11.1 —10.7 201,754 140,364 
San Antonio, Tex. .... 1,411,165 1,502,347 1,327,246 —5.9 —11.7 163,310 120,916 
San Diego, Cal. ........ 3,075,968 3,175,588 2,670,882 —13.2 —15.9 307,646 225,750 
San Francisco, Cal. ... 3,319,470 3,515,850 3,346,484 +68 —4.8 366,244 282,830 
BGRCLIC, WESR. ..-.cces 2,148,772 2,300,068 1,976,142 —8.0 —14.1 243,082 188,104 
South Bend, Ind. ...... 1,700,372 2,102,743 1,539,343 —9.5 —26.8 218,360 142,369 
Spokane, Wash. ....... 1,584,749 1,660,344 1,600,270 +0.9 —3.6 192,038 128,212 
St. Louis, Mo. ......... 3,790,805 4,255,515 3,921,075 +3.4 —7.9 443,160 368,945 
St, Paul, Minn. ...6+++. 2,803,256 2,702,077 2,655,896 —i.3 —1.7 278,275 283,799 
oS ee ae 2,298,008 2,442,460 2,142,968 —6.8 —12.3 240,443 213,171 
*Tacoma, Wash. ...... 1,243,092 1,443,160 1,278,130 +2.8 —11.4 130,774 118,132 
Tampa, Fla. .......... 1,376,342 1,384,978 1,412,334 +-2.6 1.9 156,338 130,396 
cig 2 ee 2,765,942 2,984,245 2,672,027 ——§.4 —16,5 332,288 226,716 
Toronto, Ont., Can. .... 4,616,024 4,577,752 3,808,601 —1i7.5 —16.3 451,725 334,261 
i SS a Arar 749,378 900,746 749,140 ery —16.8 117,292 71,610 
WUIGR, ORIR, on cisescss 2,068,388 2,074,610 2,006,026 —3.0 —3.3 226,876 183,400 
Washington, D. C. 7,563,364 8,088,188 7,257,164 —4.1 —10.3 837,532 782,197 
Worcester, Mass. ..... 2,349,048 2,405,226 2,384,293 +1.5 —0.9 283,985 247,701 
zoungstown, O, ....65.. 1,858,594 1,957,451 1,658,389 —10.8  —15.3 215,702 136,006 

(oiyy ° wees ere ee 198,818,099 224,517,894 204,414,179 —1.2 —8.9 24,286,875 19,841,448 
+tNew York American discontinued June 24, 1937. 
tBrooklyn Times-Union discontinued June 8, 1937. 
§Journal and Sunday American discontinued June 8, 1937. 
*Daily Ledger discontinued June 23, 1937. 

. . . . . 
“Public Relations” is EIA Plans Seminar Keegan to Resign 
Issued as Quarterly} Eastern Industrial Advertisers,| Howard Keegan will resign as Pr? 


First issue of Public Relations 
made its debut last week under the 
direction of Edward W. Pryor, pres- 
ident, and Colby Dorr Dam, editor. 
The magazine will be published four 
times a year with headquarters at 
International bldg., Rockefeller Cen- 
ter, New York. 

Among features of the issue are: 
“Advertising Faces Censorship,’ by 
H. R. Van Deventer; “The Social 
Function of Advertising,” by Ray- 
mond Moley; “Public Relations 60 
Years Late,” by H. A. Batten. 


Hobby Group Formed 

Ziff-Davis Publishing Company, 
Chicago, has formed a hobby group 
of its magazines, including Popular 
Aviation, Popular Photography and 
Radio News, offering a proportionate 
discount on group space. Combined 
circulation is reported in excess of 
250,000. 


Names Gussow-Kahn 


Wouka Distributing Company, New 
York, has appointed Gussow-Kahn & 
Co., New York, to handle a campaign 
introducing Cape Town South African 
Rock Lobster. 


Philadelphia, will stage a seminar on 
industrial advertising at the Adel- 
phia hotel, April 8. The program in- 
cludes addresses by Allan Brown, 
president of the Association of Na- 
tional Advertisers, and Glenn Gris- 
wold, vice-president and publisher of 
Business Week. Ralph McGraw, edi- 
tor of Industrial Marketing, will pre- 
sent the sound-slide film, “O. K. As 
Inserted,” based on a monthly fea- 
ture of the magazine. 


Now Zanforth Company 

J. Zanforth Company, Philadelphia, 
is the new title of the organization 
formerly known as Joseph Z. Lipsky 
Company, advertising and marketing 
counsel. 


To Cockfield, Brown 


Nestle’s Milk Products, Ottawa, 
Canada, has appointed Cockfield, 
Brown & Co., Montreal, as its adver- 
tising agency for Canada. 


duction director of NBC, Chicag® 
April 1 to become production ma& 
ager for Carl Wester & Co., Chicas’ 
radio advertising. 


——$———— 
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PRESENTATIONS 


LETTERED WITH TYPE 


-~ COLORS AT NO EXTRA cos! i A 
Additional Copies at Lower Price 


Details on Request . Plaza ' 
A. B. MUIRHEAD, Inc., 480 Lexington Ave., "-": 


3 1 as 


BACKGROUNDS 
with NAME 


Colorful Fabrics 


CAMDEN & CO. 
160 N. Wells 
CHICAGO 


Portable-Exbibit « 


| 


| 


} 


WINNIPEG 
LONDON, Eng 
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FTC PROCEDURE 
UNDER NEW LAW 


(Continued from Page 1) 


cations by proceeding on the basis 
that the acts or advertising com- 
plained of constitute deceptive acts 


Of general interest to the adver- 
tiser are procedural changes pertain- 
ing to the tightening of the enforce- 
ment powers of the Commission, Mr. 
Kolb said. 


Burden Is Shifted 


Under the previous act the Com- 
mission, acting upon its own initia- 
tive or application of a competitor, 
would file a complaint against an ad- 
vertiser, who became the respondent 
in the action, which in due course 
would be reached for a hearing, and 
if the facts warranted, the Commis- 
sion would issue a cease and desist 
order which was served upon the ad- 
vertiser. 

During this period the advertiser 
was not restrained in any way so 
far as his advertising was concerned 
and could continue with the objec- 
tionable copy if he wished. Even 
after the entry of a cease and de- 
sist order, the advertiser could con- 
tinue to ignore it and the Commis- 


4 Then and then only could the ad- 


sion’s only recourse was to file a 
transcript of the proceedings with 
the Circuit Court of Appeals for the 
purpose of obtaining a court decree 
in its favor against the advertiser. 


: vertiser be effectively restrained. 
i Effect on Advertising 
4 


Under the act 
burden has been 


as amended the 
placed upon the 
advertiser to file a petition before 
the Circuit Court of Appeals to set 
aside the order of the Commission. 
In the event of his failure to do so 
within 60 days from date of the serv- 
ice of the cease and desist order 
upon him, the order of the Commis- 
' sion becomes final and any violation 
) thereafter subjects the advertiser to 
a fine of $5,000 for each offense. This 
sum is recoverable by civil action. 
Section 12 of the amendment, Mr. 
) Kolb pointed out, not only makes it 
) unlawful to disseminate false adver- 


vi 
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¥ 


ty AD ip 


MAND LIST 


hae 


You will receive examples of 
outstanding direct advertis- 
ing and printed matter pro- 
duced by MANZ for some of 
the country’s foremost ad- 
vertisers - Not just ordinary 
printing - but resultful sales 
promotional material de- 
signed to answer merchan- 
dising problems exposed thru 
market investigation. 

MANZ CORPORATION 
4042 Ravenawood Ave. + Chicago 
ANY SIZE JOB IS A MANZ SIZE JOB 


| 
| 


| 


The rates for this department are as follows: 


“Help Wanted,” 
“Representatives Available,” 
cash with order. 


All other classifications (single insertion rates): _ 
Write for descriptive folder describing discounts for term 


$4.75 per inch. 
insertions, 


“Positions Wanted,” 
30 cents a line, 


“Representatives Wanted,” and 
minimum charge $1. Terms 
% in., $2.75; 1 to 3 in., 


HELP WANTED 


REPRESENTATIVES WANTED 


Copywriter versatile experienced pro- | New business publication wants finan- 


ducer preferably between ages of 25- 
35. Keen knowledge of merchandising 
desirable, more important ability to 
create and produce complete sales and 
advertising campaigns. State quali- 
fications and salary expected. 

Box 1407, ADVERTISING AGE, Chgo. 


POSITIONS WANTED 


TANK TOWN COPYWRITER 
Young man, now managing a good 
weekly newspaper, wants a job writ- 
ing copy about products which sell to 
men who work in their shirt sleeves 
and women who wear” gingham 
aprons. Preferably farmers and their 
wives and families. At 28, he’s con- 
vinced that he can write copy for 
common people better than the city 
slickers who have never lived on 
farms and in small towns. He knows 
that the purpose of advertising copy 
is to sell soap and plows and groc- 
eries, and not be just pretty words. 
Box 1402, ADVERTISING AGE, Chgo. 


ADVERTISING COPYWRITER, 26 
years old. Univ. grad. Six years con- 
centrated on results producing ideas 
& copy—from rough layouts to mail- 
ing, including thorough knowledge of 
production requirements. Agency, 
publication, and mf’g exp. Opp. more 
important than salary. 

30x 1406, ADVERTISING AGE, Chgo. 
COPYWRITER, experienced. Young 
woman educated Vassar, Sorbonne. 
Eight years advertising and editorial 
work. Now employed handling na- 
tional radio campaign. 

Box 1400, ADVERTISING AGE, Chgo. 


Let me increase revenue in your cir- 
culation department. Circulation Man- 
ager, 15 years experience with busi- 
ness office background. Available for 
new contract April 15th. 

Box 1399, ADVERTISING AGE, N. Y. 


Young advertising man, college 
trained. Now employed by nationally 
known concern in Chicago. Available 
April 14. Salary secondary to opport. 
Box 1404, ADVERTISING AGE, Chgo. 


REPRESENTATIVES AVAILABLE 
GOOD ADVERTISING SALESMAN 
wants to represent large magazine or 
newspaper in New York. Write 

Box 1363, ADVERTISING AGE, N. Y. 


cially responsible representatives 
Metropolitan cities. Publisher willing 
to share magazine with interested 
representatives. Write 

Box 1403, ADVERTISING AGE, Chgo. 


AGENCY WANTED: New midwest 
soapmaker plans extensive’ radio- 
newspaper campaign for retail pack- 
epee soap products. Detail qualifica- 
tions. 

Box 1405, ADVERTISING AGE, Chgo. 


in 


ADVERTISING AGENCIES 


WANT TO BUY AGENCY: 

25 year old agency interested in en- 
larging its facilities, wants to buy a 
going agency with national accounts. 
Your reply will be seen only by Presi- 
dent of Agency and held in strictest 
confidence. 

Box 1401, ADVERTISING AGE, Chgo. 


DUPLICATOR SUPPLIES 


WE OFFER YOU 
low prices on all duplicator supplies. 
Inks, Stencils, etc. Repro-graph Dup- 
licators from $9.95 up. Everything 
for the stencil duplicator—‘“the best 
for less since 1929.” Free literature. 
Stowe Novelty Sales 
Box 463AA Bartlesville, Okla. 


MISCELLANEOUS 


SENSIBLE ECONOMY!! 
Use the Photo-Offset process to repro- 
duce all sorts of PICTORIAL adver- 
tising literature, promotional mate- 
rial, diagrams, maps, newspaper clip- 
pings, etc., etc. 

Typesetting and cuts eliminated! 
300 COPIES (8%x11”) $2.50 
Additional hundred copies only 25c 
Any size can be furnished 
Even lower prices on quantity orders 
Send for samples 
Laurel Process, 480 Canal St., N. Y. C. 


NEW SELLING IDEAS FREE 


Let us show you how other firms 
are getting orders with our new 
PHOTO AD-CARDS. Most effective 
business producers ever devised. Write 
GRAPHIC ARTS PHOTO SERVICE 

3rd & Market Sts., Hamilton, Ohio 


tisements, but provides that a faise 
advertisement shall be considered an 
unfair and deceptive act or practice 
in commerce within the meaning of 
Section 5. 

For the more flagrant violators, 
the Commission is authorized, during 
the pendency of any complaint, or 
pending issuance of a complaint, 
upon showing that it would be to the 
best interest of the public, to obtain 
a temporary injunction or restrain- 
ing order against the advertiser and 
in event a publication is involved, to 
make application to restrain issuance 
of such publication containing the 
objectionable advertising, with the 
limitation that such action shall not 
interfere with or delay current 
issues of the publication. 


Heavy Penaitiss Provided 


For those who advertise a com- 
modity which proves to be injurious 
to health because of results from 
such use under the conditions pre- 
scribed in the advertisement thereof, 
or under such conditions as are cus- 
tomary or usual, or if the advertise- 
ment is disseminated with the intent 
to defraud or mislead, it is provided 
that a penalty of $5,000 or imprison- 
ment for not more than six months, 
or both, may be levied and it may 
be increased to $10,000 or imprison- 


A Market 


Among 


than 100,000 retail 


nate Sreatest consumer-retail 
tational advertiser. 


Products 
Own 


York 


within a Market 
men-men-men 


= the many men who read and own this Magazine are more 
more } merchants in all 
the ott Professional and business life combine to make this one of 
oe merchant markets available to the 
tive 3 Being a 100% identifiable group, we have posi- 
bo information as to the high rating of these retail merchants and, 
iat is more, unquestionable proof of their willingness to buy those 
advertised in the Magazine which they and all other Elks 
and read—The Elks Magazine, ABC, 50 East 42nd St., New 

City—3807 N. Michigan Ave., Chicago. 


| 


lines of business—thousands 


ment for not more than one year, or 
both, upon second conviction. 

As the Commission has no power 
or authority to levy a fine or sen- 
tence of imprisonment the procedure 
provided is that the Commission cer- 
tify the facts to the Attorney Gen- 
eral for the bringing of proper action 
for enforcement of those provisions. 

“In the past,” Mr. Kolb commented, 
“the Commission has been reason- 
ably fair in its dealings with legiti- 
mate advertising, although many 
legitimate advertisers feel that they 
have been unduly regulated. As 
everyone knows, the granting of ad- 
ditional regulatory power breeds 
more regulation. It will be of par- 
ticular interest to see what course 
this regulation will take. 

“Will it confine itself to the illegi- 
timate advertiser who produces and 
promotes fraudulent advertising or 
will it extend to the legitimate ad- 
vertiser who is trying to promote 
sales and render a legitimate service, 
and by harassing him, handicap him 
in his business? 

“The Commission is the investiga- 
tor, the prosecutor and the judge. It 
initiates the complaint, its attorneys 
prosecute the complaint, and it de- 
cides the merits of the complaint. 

“The act by which the Commission 
was created and the amendments re- 
cently passed do not define what 
constitute unfair methods of com- 
petition, unfair and deceptive acts or 
practices and false, misleading or 
fraudulent advertisements. The Fed- 
eral Trade Commission does this in 
each particular case, subject of 
course to review by the Circuit 
Court of Appeals at the advertiser’s 
expense. 

“It is accordingly imperative for 
the advertiser and the agency to 
whom the advertiser looks for cre- 
ative copy, to follow the decisions of 
the Commission and keep informed 
as to its aetivities and the trend 
which these future activities take.” 


To Liquidate 


Some Property 
of W.R. Hearst 


New York, March 23.—With official 
confirmation this week of a plan to 
reorganize the vast holdings of Wil- 
liam Randolph Hearst, the advertis- 
ing and publishing world watched 
with interest development of the pol- 
icy of “gradual liquidation” of some 
of the properties, predicted by T. J. 
White, chairman of the executive 
committee, American Newspapers, 
Inec., topmost holding company for 
the Hearst publications. 

Serving with Mr. White on the ex- 
ecutive committee are: R. E. Berlin, 
publisher, Hearst magazines; J. V. 
Connolly, president, King Features, 
Inc., and chairman of the board, 
Hearst Radio; H. M. Bitner, general 
manager, Hearst newspapers; Martin 
F. Hubert, in charge of real estate; 
F. E. Hagelberg, general auditor; and 
W. R. Hearst, Jr., publisher, New 
York Journal and American. Clar- 
ence Shearn, prominent attorney, 
was named voting trustee of Mr. 
Hearst’s stock in the holding com- 
pany. 

Will Be Active 


Although Mr. Hearst is placing the 
burdens of management and business 
policy in the hands of his executives, 
Mr. White said, he will continue “as 
active as ever in editorial matters 
and in advice on general policy.” 

Mr. Connolly told ADVERTISING AGE 
today that there have been no fur- 
ther developments in the reported re- 
organization of Hearst radio stations. 
Negotiations are continuing for the 
sale of WINS, New York, to Col. 
Arthur O’Brien, Seattle attorney, he 
said, but no deal has been consum- 
mated. He added that no options have 
been given on any other Hearst sta- 
tions. Approval of the sale of KEHE, 
Los Angeles, to Earle C. Anthony, is 
still pending before the Federal 
Communications Commission. 


“Newsweek” Moves 
Circulation Office 


The circulation office of Newsweek 
in Boston has been moved to 158 Tre- 
mont street, while the advertising 
office remains in the Statler bldg. 


Continues Rail Drive 

The St. Louis-San Francisco Rail- 
way Company, St. Louis, will con- 
tinue its present drive in 125 daily 
and weekly newspapers in towns 
along the system. The campaign was 
originally scheduled to close April 1. 
R. J. Potts & Co., Kansas City, is the 
agency. 


Janzer Promoted 

H. W. Janzer, formerly assistant 
and recently acting advertising man- 
ager of Progress Corporation, New 
York, manufacturer of Packard-Lek- 
tro-Shavers and Lektrolite lighters, 
has been appointed general advertis- 
ing manager. 


Drug Account to McC-E 

The Buenos Aires office of McCann- 
Erickson, Inc., has been appointed to 
handle the advertising of Quimica 
Schering, drug manufacturer. This 
company is affiliated with a German 
drug house, whose London affiliate’s 
advertising is handled by the London 
office of McCann-Erickson. 


Doran in New Post 
J. J. Doran, formerly associated 
with Clyde Collins, Inc., Memphis, 
has joined Radcliffe-Scott & Associ- 
ates, Little Rock, advertising agency. 


SEED INDUSTRY PROSPERS 


Reader survey shows Seed World 


offers advertisers an annual 


HUNDRED MILLION DOLLAR MARKET 


through its coverage of wholesalers and re- 
tailers who sell seed and other horticultural 
and agricultural items to 41,000,000 farmer 
and suburbanite customers. 


We will gladly give you an analysis of this 
field as it applies to your business. 


SEED WORLD 


Published every’ other Friday 
223 W. Jackson Blvd. Chicago, Ill. 


Chicago. 


Length: 1,000 words or less. 


dents are not eligible. 


midnight, April 17, 1938. 


sumer’ educational 


AGE. 


simple rules. 


Contest Facts 


The third annual essay contest sponsored by AD- 
VERTISING AGE is now in full swing. A total of 
$1,000 in cash prizes is being offered by ADVERTIS- 
ING AGE to the high school and college students 
writing the best essays on “How Advertising Benefits 
the Consumer.” Salient features of the competition 
are given here, and small leaflets, giving complete 
details, are available on request from the Contest 


Secretary, ADVERTISING AGE, 100 E. Ohio St., 
The Subject: “How Advertising Benefits the Consumer.” 


Who Is Eligible: All undergraduate day students in high 
schools, colleges and universities in the United States and 
Canada. Evening, extension or correspondence school stu- 


The Prizes: The contest is set up in two divisions, one for 
high school students only, and the other for college students 
only. Prizes in each division are identical, and total $1,000 in 
cash, plus two all-expense trips to Detroit, where first prize 
winners in each division will receive their awards during the 
annual convention of the Advertising Federation of America. 
The prizes for each division are as follows: First, $250 in 
cash, plus a trip to Detroit; second, $100 in cash; third, $50 
in cash; honorable mentions (10), $10 each. 


Closing Date: All entries must be postmarked not later than 


Judges: Prof. Fred E. Clark, head of department of market- 
ing and management, Northwestern University, and _presi- 
dent, American Marketing Association; Dr. Herbert W. Hess, 
professor of marketing, Wharton School of Finance and 
Commerce, University of Pennsylvania; Thomas Robb, man- 
ager, Sales Promotion Division, National Retail Dry Goods 
Association; Mrs. William Dick Sporborg, chairman, con- 
committee, 


Women’s Clubs; G. D. Crain, Jr., publisher, ADVERTISING 


Other Special Conditions: There are none. There is nothing 
for entrants to buy, no entry blank to fill out, and no special 
conditions to be met, except those embodied in the very 


General Federation of 
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How lo sell the JSoutheas t | conomically 


RA 

x) A RALEIGH mM 

CHARLOTTE =f 
td WILMINGTON 


VILLE 


vaste 


MEMPHIS 


ASHEVILLE 


GREENVILLE 


COLUMBIA 


COLUMBUS 
MONTGOMERY 


Q party Newspapers cover 7 1% oF 
THE ABLE-TO-BUY FAMILIES IN THESE MARKET AREAS 


4 of the total retail sales of the Southeast is concentrated in the 
75 O 19 cities spotted on the map together with their trading 
areas. You can cover this easy-to-reach market most effectively and 
most economically with the 19 daily newspapers listed here. These 
leading daily newspapers reach 71% of thé able-to-buy families in 
these market areas. These families represent the cream of the buying 
power of the Southeast with retail sales per white family averaging 27% 
higher than the U. S. average. 


For further information, write any one 
of the daily newspapers, or Southern 
Newspapers, P. O. Box 90, Atlanta, Ga. 


THE ASHEVILLE CITIZEN-TIMES THE BIRMINGHAM NEWS & 


No other form of media gets your message into the homes of so many 
E-HERALD 


families with money to spend in the Southeast at anything like the 
low cost of this list of daily newspapers. 


THE CHARLOTTE OBSERVER 
THE MONTGOMERY 


THE WINSTON-SALEM JOURNAL- ADVERTISER 
TWIN CITY SENTINEL 


Sales quotas in the Southeast are constantly being revised upwards. It 
is one of the best business markets in the country today and in 1937 
showed much higher gains than the national average in the important 


classifications: automobiles, life insurance, electric power output, farm 


THE KNOXVILLE JOURNAL 
THE RALEIGH NEWS & 
ree THE NASHVILLE BANNER 
THE NASHVILLE TENNESSEAN 
THE WILMINGTON STAR-NEWS 


THE MEMPHIS COMMERCIAL 
THE GREENVILLE NEWS- 


mevttened APPEAL income, and the value of checks drawn. 
THE TIMES-PICAYUNE- ‘ , 
+o NEW ORLEANS STATES The 19 newspapers listed here are given as an example to show how 
newspapers give more complete coverage of the Southeast at less cost 
THE ATLANTA CONSTITUTION FLORIDA TIMES-UNION 


than any other media or combination of media, 
THE SAVANNAH NEWS-PRESS ver means eens 


THE COLUMBUS LEDGER- 
ENQUIRER THE TAMPA TRIBUNE 


USE DAILY NEWSPAPERS TO SELL THE SOUTHEAST 
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> FRONT VIEW OF GROVE SOUTHERN CLIPPER 
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Lawrence Wilbur painted this feminine head, featured in a new Midol display combining frankness with dignity, character and 
beauty. Forbes Lithograph Company created and lithographed the display in full color. 


ADVERTISING MEN JUDGE PHOTOG RAPHIC EXHIBIT AT CHICAGO CLUB 


Resembling a@ streamlined train is this modern vehicle developed for Grove 
Laboratories by White Motor Company. (Story on Page 22.) 


PARD CONTEST 


PRIZES! Second prise $250... 
25 prizes $10 cach... 30 prizes 
doses Apel 9, 1938! Get in today! — 


ARD 
SWUTS scene: 


Clady SOM 


Wide interest of advertising men in photography was indicated by this exhibit at the Standard Club, Chicago. The judges are 
Horace Hime, Frank Lewis, Inc.; Robert Dohn, art director, Lord & Thomas, and Charles Kilgore, Chicago Tribune. Among win- 
ners were A. E. Meyerhoff, of Neisser-Meyerhoff, Inc., and Ed Weiss, MacDougall & Weiss, Chicago agencies. 


amy , No evidence of purchase is required 
New conditioning unit developed by to enter this contest sponsored by 
Delco-Frigidaire. (Story on Page 17.) Swift & Co. for its Pard dog food. 


SHAPELY MAIDEN PERSONIFIES NEW "STREEMLINE" ARMOR FOR CARS CONTRIBUTION OF PLASTICS TO FASHION 
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peteet ac Joan of Arc has been created to promote "Streemline" Armor, chrome finished steel embellishments designed to 
ne beautify fender ends and other vulnerable points of cars. The accessory marks entrance into a new field by One of the entries in the Bakelite Travelcade, — Eastern cities before return- 


®uder, Paeschke & Frey Company, Milwaukee. United States Advertising Corporation, Chicago, is the agency. ing to New York for permanent exhibition at the World's Fair of 1939. 


: : ee.) Aa se ae a | 
= 5 ‘ ; 7 Bt yee Td Caae Seg Pea toe te ee) ee ee Pe yo 
, “T ’ ae is Ste ° or ‘ 2 ‘ jun 
ee 3 fe f rie ; j ee : 7 tet Ae .. 
% y= iy eo pe yo * : walls My 7. f 
yt Ce we a sa ; eae Re ia. ha : eee. : Nae Sa ae ae ‘ = 
A i , : - ee [by 4 es Be ee : % a Lr ten © ee i ap ‘ 3 : 
‘ A 2 : , re 7 py * Sh ‘ a B i 5 i 
_f i ee . ‘3 
—— ? fe 
OW DISPLAY HAMMERS AT MIDOL S | 
; + 
: 
2 
. . 
yr | . 4 cs yi aes je, 
aS ee Senmnenenemenmaemmemmnemnene i: Ge ' tn a oe : . 
J, 4 a 3 s =- y hg ’ 3 
i » 3 e getter Sy: 
+ oo 4 H kp ea hes payin ea 
+ 3 z ‘ “ oe tie oe 7 
, ; : as os oe 
ne - och, prs WE ne ae eee I> } 
- iw — ‘<n ee ie git ae 
Bees oO = ‘as, Sole 
: est ¢ a" 
Baas < » F; ae 
ae ae ec) ae 
ae at as ja 
Be pare. | me ; weg s! S a 
ee %. = . \ . =) Sa : 
ee Oy Magne ae sf % #& A ee ee ‘ 
= ———— | ‘ngcmmmmae | ; Bh oe Sa 
' ” a : ns ae ‘ z S ae i F Pi 4 ie B _ ¥ <9 3 Sh ees se | 
4 r , oe - ee ‘< oe . .. rely on as ‘ ‘ | a — 7s 
* - ati eee yt : ‘ sain > ote . Bie . s tat 
$ ears — = en ? . a q / y a? 1 
, 3 ia sae COME! Be Te ee} x ‘ - 3 . , 4 p Sr. h r 
Sian PN cyt ae ide © lets es * te a 2 fa ct z . f ~ — = — i. : ® a 
§ : a a agi” oe i ae i Pte) Orta $e i - ; - Een eee ere cre ‘ 
; 3 a a te ro nae % Fis 2m ~ Ms i a ae ee 4 ; ie GaP 5 oie 
¥ ss la C3 hee a pai . eer h aa? By ne met - = Mae 
. a ais oe } Saree ae i ao eee ’ ‘ a brane: abe aoe y “ aR 
6 ‘ Se Tir ae: eee Se. aaa 1 + ; ae ee ae a Stone : ° 
: BE li oe ee elie Ses... eS | : 
t > es 3 i 7 . 2 es Jo yen , he Peis ad a + a: ‘ ed Pd > : : ee a > & & . |. . 
A SS Dee, te . eee ae ok Q a - » a 
q _ i re ae i Cer (VMTN “i Re . J " < . | 3 & ‘ 
' z 2 che ee ; ha \ ‘ A } * , [ pe eae ae . ea oo a : - roe 
ia ; Lees 2 < SS nn cere oe " hs Ge Te Re ‘ "arias ; * ' 
ae : -— “- en of Ae Be ’ PB Pettit toc: © ancien | ‘ Ey ae *<s — ‘ 
aa © iFread a y. LAR poi wicreat yt Sherr eres. GM , ee es. 
' > : ‘ is tie ie s ‘ " ‘ 
4 eat. 9 oe . | | to retieve REGUL pom ‘, ' ; “ t. Om bala ? 
or Sine = see ; te : : relieve REGL i a 
a Sieg ; ie ‘ Pr eae . _ * oo : UR po: : . sf 
1m ~~ - ee : ™ — = a B : Syl ey .s a ME seme | : x 
“ te ie \ - Rg . z sy = a ee « “ . 3 rite " hg a : =} a 
“— ‘ ,Y S. M ac t Ra, Sree P eee . % Tt ie Pe seas ee , F T= is : 
: ’ c a - ‘ ¢ te ‘ ‘ Pe 58 FRG ta er es ee SM ate ee tS re pee ae ee Being Ts 4 
oes ee jj x e . - ; ‘ Batis — : 
f ee eed bi " ‘ ts : ‘ 
4 P pee - " ‘ ; cot Sai, 5 ° an © % : ; 
: ; oe . hi, . ee 
4 5 oe - + et a 3 ee : ” 
. & a ia memes i —— 4 ae “ee 
‘ 4 a!  _ s J a | 
Ais , a “8 ae 2. ‘ R « é 
* ule i % os Awe 
¢ sia BS rs 
= » o" So ah <i — ‘ee gee . 
gk. rd ‘ Boe « 
tie. a ae * - ae LZ 
‘ th ees 2 . sailiiih s - =~ “ ne . ia 
| eee heed ; ee « & eee + : . 
q ; al | 4 tA. | a ; ‘ghd Saad * oe ? * Se ¥ ee a 4 4 Sy Se ae : em oe er oe ee hee + 2 ¥ 
i Pe Pons el a ss alg * ia Be See e Nt ¢ Re 3 a ee eo 9 Fine = S SS es . ae * c F 
e ae ge a | 4 ‘ . mT et RAs Bx Nate . = i ii : 3 ee ie a = : 2 ~~ ‘ a ; ee 
.: ‘ oes es i“ mI = es ee ae | 4 me = By gel 3 ae a s # a ; ae 4 4% i ‘Ge ss ‘ a cgi ; 
7 3 aii es eee pogo = gost x es — Raa Oe i Ph ee 4 Bee ee eet * oe oie . ;5 
oe oe ee :* Sie tags Re : a iy ne ay {a % 2 Bs 4 - 2S BY 6 . + 5 a 
; ’ a : ‘ ae oe jee ae Tl seh ‘ pO ee oa te eS * ne 
eee si i... 8 ae me? Pet eae if Bs oe er 3 Rig ; Rett 
e 3‘ a. Be ‘ oa = Toe. eee 5 e ‘e a oe eS Lee = aed 
‘ 7 - — s F er Se, & Pin Stay ni 2% wy eee pe eg Pilea gee a pee 
* ‘ ; a « y ewe. We ame. Cae ak os oe ae Ss mas es oh. Ye eae 4 ey, 
: . ei : ; ; e Ri a ae ey Be ii i ia Mae ee ee ir bs at 
. . * - ° : Sere 2 Bee Bee tats fi eee weary a a meee ‘ Uae 
; } ; Bete cee ABE ED ae Pat “Sige See eee Be eee ae % ee 
i fl } i ee ee ee Re ae Oe ae : 
t ; § oe -“et =F ti a I RE ie oe . RN ‘ ny 
$ t ; ; * hi * . wa |} . fae etn! Sree te pee ees ie at ae 
Lis ‘ . ee a4 =i. Tae i ae sae en A <a ie : < |, 
: ‘i im | % ee : a : ae Were ee oc 4 
4 ‘ i it ee 2 ae a. \ 7 : eke ae es 
| : ns } ie 1 —_ wae 
es ¢ € é e mre Sk Stare cio i ¢ i es eee us sac tah ee Peeks. 
h gee : a % . reser a . Saige ae 4 ee as Bg ene 
ba ee ae ‘ 3 es F ate cai Ee site Be / bc ie aie a aa a oie Be ee 
2 ae SPO EE slnterinn eR f iia te a . z= . ip 
. 2 aes , sis 2 = ¥ POOR ac. PRE _—— - - ined aes ee ee ‘s yor rg 
=F wt ae 9 OE ac 1 Y eae eee — . i i 
a me <—_ ae ~ . Sih eg e - pee’... tae Se My < ee. = ~, - > , , és 
F ae OS Thea ie oe 2 _ , e t ete ee oe * ei a ae ab 3 ee * \ ye 
{ 580 js eg : ae aioe cd a : 7. os = 2 oe — wy ae : 
mS + ne ee I ny Br : ‘ Sh “a ‘ ’ 4 ee wert, ae es 
ae ce ur “opi - % ruin. y ‘ip ee H ee Cees Be “°° 2 ee Sa ie hn sao ™ 
= a oon is -. sos . — ff ys io ae “aa a 7 — 
pi ; aa WIN ee ie oe Rae? ee eee |) eee » ae 2 * a 3 
Boy 3 - cae ek. ae FIRST ‘ vt " eas ‘> Re q pat ey 2 ae i ‘ a. 7 a a ‘Wa s x ee 2 ed 
. 4 SSS ee ~ , . mm Fae eee. et a oe < = SH. ae, ee a ae res 
. ee ee i 4 Rote ee PRIZE! . sh os ak 5 * . eee cn a a, oi Si ¥ ro”. 2 : & ne ae ey vo .3 bi . Fe meee ail . : . ents 
a eh <a a $ 0 . id a t\ mers yo aa saa) ae be: gee ve ae es ey a ex 2 eee 
a z ‘i > ; a - : es . - = 3 BO : a 6 ee i co eee = ~ eel eat ix f Pa sa! eee “te Wi: 
Ba Nos . ae 0 Pri . ’ ’ EY oe ee ~ ee als a hi. oa Sa ana vz Dee we Oe Sarees 
en ee i x EN 5 hee 8 er. I i ‘ mee 33 es aid = aay ales, “edd pate 8 eee Be Poem Pe [a i 
] ce oe ’ eh Paat ie F z i i eae eS ar ie om pcb 3 i eae ie Me . a a ae es ae ee ae = 
; i. > So. : i :" ; ie ee ew eee ee ee oo el Seg ee 
; % : Di Aes ea et < 7 H } ’ a E ee < han ae : eS ae 2 3 areas Po 
, a ie Gt, ae Sibecat! sats ' gl 4 e oe of Pays iter "Te Pal ste, > Ae a a a wae = 
a . Sadeiid , Os ae R on re F yt ‘4 2 +f ; ss ‘ Me a at Tg a Rp 7. ‘ 
x . eae 3 ‘4 ~S en re ae oe te eat to tae ees : a yd 4 a i Sees : i fe aa, pee Bees es ie “ae - Be 
’ . % ae 9 me BCom oe coe ws fae COT CeCe Sg ee, en ae Se rie 2 
a a ee | , . — ol es : age oa. ae the Se eee oe 2 
’ af er ae — nae 57 OTHER | Seeeeeees ' . a tg OR ees Va mpees «ie fa ghee ee Nee Sty OT ca 
ea te 4 ‘a “ ee me Owe eee ey - * * ei dae oa eee ie Sage e oy 
q 4 se >t Si a, Third prize $100 | L0on F spur ee + ae OS i ie cuba sey ha eet : : 
RS 4 * NOME ee $5 each Contes Fa : a fee hale 2 ss Tre ema) anita (a Hl af Cee > i . i) ‘i 
a be ik os a rt Sole o 4 é “see ee bi tot See ere Ogee “S i een & ns Se q 
“ay cee » fe See ai Saad Soest renee cee wenn ‘ ae " < ge xt ae a TS. ie ee Les aaa Su ee Pea, Os ee oat 
: ae SiS Sa =" “ Ci. ee ee Se Veo, ame 
oe. x, SS Sst | SE. ‘ Meg Se. Sat eae ae eee eas ere ME Galan a ES Mor Re en, 
i oh : Sos Sa SSI LTS 4 , ee tis ia Tee eS OES 2 ae ee ae: eo ey /s? Slee bes. tic chee St, eee cae gas 
e as ass SESS Retar es : ee ee a a a Ra eee ‘alert ee 2g 
f é ae x a Sl i <F Sezer oo _ { a a is ae ES ibis Se tek es pean gis ve ene - aE ae bien re BS ie eS aia ee i eo be a * 
| _ b oe or, se ee: —a\ Rs Pe et ad = . oe peg 4 ae ae ahi hoe. oo aa ee aS "he ilies atlas EY ae : Pe ge 
° “4 fF ee A alles \ SSS Se  . SOS ea rs hs oe ni x ) 5 - % eh BY 
| ep Py ., Mere oe ° BR? ‘SScseroesse, se aE . g . fem ‘ $ ee ae f Th ‘ oe hes ee oe & 
ie oP A 4 ee 4 8S estos 4 * ee : F iat bo as ‘ ; xs te se iy “Md pe sek, 
Bee Sa  ¢ hy, as ; aes : we thssissssaere par Soca er q ey i astra ar’: ea ey ee iment € 4 fe RDS <a ; ae 
4 ; ‘ tick i rare) , orricias 46NHY Mame seneTy rane “PvPrr manu” comme! [ Raye ea oo + a i aE $e s ee % ine ot ok os ty SG ne oF ee ee a E 
} ¥ _ ae “a | oe ——_—— aia de : ee ar ee é 4 a tae , es phat ait Bia. as at a: ey "raat EA a _— Boe iB fs hie Ss 
7 j i ee ge . —  —emmeven— _ - és 3 * : aoe : Cee ‘aur et we Nie pereiteeeneel 55, 
er. a sec al Rapes | pe ie ; . " ——— rire’: 
q _ Se ae Sie emits a es 8 eons | Seen id “a ee iz . : ; s ; 
bi ms i 5 meee SS org ee, Sie : iecigianliaietsiganenane {- Siiiliianceonasemian ee a . oo Cee as See a2 2 5 ‘i ph M 
= a i ° fa aad eat —_———— | oo ik eer ce | . & at. 8 ; Brie ORS oes a ee . ae ne oii %y 
= 1 iin eebere kh es ee ge Se hi x ! — \y - 3 Be * eee ae sind 
h i A oS Sel eee . 7 # 3 A : 
i : ee , : 
' ee i 
4 ee ke | 
ae ws 
aaa et 
j ; any St Pret 
% —— > Saeed 
: Ree ee ae ee Nyaa? ies Ae? . , , . * % . : . Lone 
: 4 Be aa kaa ; PR Cer Prt ete Op. Re ee Re 4 ; “he ‘gon dua ae Soe % ‘ . cam ge 2 
val _ SMES ia eae Same Sagara ye 4 SIE Sia ants eeliet Eire ed te ee cera Pees at ths Dyer nay eaa fa eb i eae ete te aS % d 3 i ae 9 ~ eS ee ose ok & . Bee a i 
¢ Rate er ee OS Ey Le ae “sya beer aecaietienys Seay ae Hey ok Co ge Me ale me a 7 “gee , P " - 1 a d a 3 ee ae” ae t 4 Bee OF z ers 
eae CSOs ee eae eames Reo teen oe oe aera Ua = Se a ae me SST ae ee ae ae ie me. RS : > ian. os oy we mn es ee Cet OS & See meee ae > cen il ha 
meee aaa fas se eee Ps ss oe ae EE ere cabs pita se a ee >»: gi hier. . & oa é ‘ Pe a te 2 2 Be RE Ass f or es Be ove't 
im : é ae jee agi ees tae SOR are oo Sir cg ns ; rs is teat a ig - > oa « 7 > J ss he eat se : an ‘Kec 
RE Me Wg eee Ci in ee ee Gomes PRT iy Ale Rereaerecay | : 3) a . eS : : . - ihe le ; ‘ ms 4 ie Pee ‘4 0 i ac : 
£ as ine gloat Se ea ae cin Te oe aera ae ce oa si : " —_ =—s$ia a oO ‘ ba Ps >» ‘ er ba; Ay sae oy & ete j 
° > * RS A hs oe ee z Bal es il Ral sateen eres pd a ah ma ie) SUS Leaf cugey ieee | ; t ‘ ; . oe OS ae tan? SS vot 2 “ : Pegi: fi r Sac 
Ea EUR Sec, celica eg ca Sy ee ae te ee gee hn eaeemeran on, an i f as UO ig So SP ee eo ‘3 ; : “a 
* Bi 1 AI SR ORR SORE ON ASO eae amen Se, PE EPS iin, 7. i ae 4k at ES > wae ie 
‘Ss rer irate , Pg eae PME Fae mo ; NAL a ong Big a, SS aaa = “ A -) A) Maes x pe ae. xy sa dest 
ie . ; ‘ ; , > ; ae ee: , : ea Ge j oe Ce BP ee ND 
S a. a ii eer So ; Apa auas i 7 - =n sehr Meee ‘ a ; “2 5 ee a a be n Pe i ; fas i. RON ae 
=, rege, 3h te eae, ie Shs ihe Ml is rata saa el A eee a ees 3 . ee ; ae ‘ii ee 
hae Rie eat au cd PUpSe artes. eenete iam eee ee rea i Tee id se, ‘ Me ss . ae. a 
I a ei aes eee is i eae 4, Pe See TH ioty — ee 
ee ee ee PE ho ere eee ee nee oe Ee Wie “ rs i Gea 
a — plete ee as eee nc Or aE ene ie ieee Races We 7a - fe 45 , MT * Get oe oe er ie me 
ve EES ae se oy a Smee rans ie OE seal : Pai Sg elie) ama a Scie, 5 e : “ae re re oe a 2S es 
> (3) ee ne eo Se pte aR nw Heth Uae ayy, Ae ts oe andes ee ee yo se eee 4 a ah eee Pia ie  * ae ‘ ae ‘ > 7 a ey pe a ira 
a Bee te Se & ee aril nanny oi AAG es SS RR mee oe A Cena Se bes f, a an . 2%. af. F cone on aan a OEE Oe ea 
oe - oo Ea a en a a RA Sie Oy Bibs err . mae . Fn " ee) 5, ee pas CH. . 2 > Sia * . x Re a aaa Sears 
; ase eRe ne Se ee ae oR a SS ee ise me ae 5 au... f- ee See ac tt ae Seales 
age tar eee ea oe eae i 15: aeRO ks Bh tie Mn oyieity ee = @ ‘3g sc = scotia ses , a ; es Ft 
ie Oy a er SD ote eM e Cree. Cateye es: +." ¥ Bes Sh pao me é a : TH 4 aren Z re eh ie = 
0 Ge is 2 en Fee a er eee Sky ee a " “an ee 8 Peet he i NEW 3 ‘ ; : Be Ot: 
eee ‘a ae : Me" 2 oe atl, Z eek Sis Ea Lae le eS Ete. 3 a Daas Fe s : fa & = area Sa ga a * 5 gid banat MAKING BUTTONS FROM BAKELITE maiden : 4 Rockall 
2? ge = 4, 7 oe r bear * Seat eee? woe aah Fy MeN ‘ a . BRS ao ‘ Ree are 2 Ae BS Rees Dees = oe “ 3 5, =e peas neti 
: ‘aunaniiiniciaeieislaecaaae —_ ‘inipbiae > hee ee pean : — : ’ r ye : es pe ei ae eee er “4 wil mesape ot je peas : eee 
Dat cepa me mc — ie Pee Sn ee aittmnie : , ’ - : ree ee ‘ Se ea eee Siyrege a * 4 So ‘ bee a aes ae 
ae ee De ee ete , meta % + a, i ee pa ee Pa cgi. 2 omeom 2 ge TATA aa : ies hae Vee aes 
; a 22 ee ee ie te ee ee et aN aN . ee Chk See ES er ee eS ‘ “el ae ee ek "te eet 
ee ee ea ue ea a ree: aa erm Bees \ eeern ea __ @ 1... oe ES ee ae ee =a wh t's ; * so pee oar * SR eens 
a See ater Se a a oa ea Pe eae dau ae i, ae , > Gee 1S fe ee gE PSOE MES OE eee a a. : « ” * : see, SPEC neeeaere 
a aoe ea Be BAR BN ae pee : 5 4 Ee. Pie Mase pie. ior 5 ae So eae e Po eaiieaan 
Mme oa : een re orien oa aay Se Q a, é Pay 4 ‘ 4 g Tai 86a 3 Rate rept te ; _ eS eee 
eee ce ste cs Be ie acne : eye re ier + _ * 4 3 ae : 5 ne 5 s ee ise og 
a a a eT — et es ee ee ee > EP ae 
2 anid See. ime = ae ne hi, oe = ie “reli sas URN sh Tee ie nf a ae , Josie —_ ie F oe Ree 5 :@ ; ee a we i. % q e = ean ey Baie 
— i rr a Fee veer Sa. 2 See ee oe ae ae eager Or es STAR ~“ % 4 oS es é I 2 ee oy tes 
ll eS Bk a eae mE cae, tg re er. ee <a Bh i cB e | x mee Cue 
‘ Se Sel vga aes oe Se, a ee en. eet ca.” I ees 4 z F | | ie 
. Se ere: Rae ae : ee 8s <3 ee | ai a, So ee , . a pos: a See 
*. OS ee © Se ne eee, ae ee . : § Doe Agee | 4 : 
j Se Ss, eae ee ot esl ee aes “Sia caer ies ees wee sf | 
a. einai cyan re Sel Sher et »3 7 eto 4 Ls a 4 ae’ Bi t 7 
; Se ee F het - : . ean” a 
- S ee a ? a 2 . . fo : ‘ 5 
; Sl nent ere ey Re See” pe oe : we A ey ees : r . ae 
oe ee ibe “ne 4 7 Bers SoS i hal eer Wiapavet 3 io is yr . 4 3 be 5. ee ri Se = > \ ee 
a ER aes ie Rete vg. eee a et . : ge EST os Lee ‘ : i a ; : Ce eso 
/ Res or . ae fee Bera) Bee ers ipa On aan em ee ape es ees : oa si hee : en ee Fis : i ae eee ee ia BS 
i << wee Rage te ease Rele Saeceae eet oe ae : apts ag = a ae “ ‘ ’ “s begs — ee : , - ; SN © ay 23a ieee 
ody i ee a a ase S aus Nee £m eal cet yh gt oe iis’ ae ee a | ae fo — pees = ae — os | See 
BORE oe a 1 ole es 2 eet ierced Toor oe i se Bs 6 ee Feu ie oy: ae aaa sg talc les fee NE ee Se a bees (i ee i j eee Kat nok Be is . * i nes . ag 
Gti GCE RT |, 7a ed oe et ae eS es gene ree = 4 ee ee So ane te be 0 ee eal: Pe). an a 
a aes Sa ee Sete] Wad See Fe Mise ha ep Rete Meas Oe ky greg nae, pee boot cae ‘ a be ot . q “.. ‘2 if a he =a 2 ts "es k a m2 
ae Ree ee ae "yes Vala teenage. cae ae Se a toe: i ois i Ci : . ee fae rae i ae a: = 
ah Bint i Settee pr et ote eee eS ee aah tea eet aa #5 oe } Ege a Gok on eee r eal ‘ eat bled J ae  - Be. ees 
Nett a SS rea : Sle abc. < : Ba B 2 ar raae ses curt, EE : m <=. ae Te . ’ 
Re aa 2 etal : eae, oS o- he, Seige & oe Ses Se eS Be Pea ee Sie Sa < ~ee* ei 
ore | yee - i: 7 % 5 Ra ee Dae oS BRE ie ee Oe Sa ee Nea Pts Mae et tae PP ee RR cea — sg ee 
ae. 3 oe : De Ro Pe ee Ee yee Naar Se Ee A A ee ae ee ag j 
is Re BS ae taal Bae 4 ean aan res Z WE ares 2 eros RRS Bea ey 65 ae ma 3 
rr ae ae ee > * a noe” oe PORE OS 5: PES earns i egies . ‘ Bie ates RS Oe . 2 gn - rim 
Pee a Se ae + ee " - SE Pe a is haere Boal Pricer ont ee 
oe oe cae © Fis geivaeky Bye es ee: peas Be 7 ‘ og cae ae 
cai Ro ee Schnee <a ig eee ie fa: ‘ tee aoe : bn gel 
“ jae lag errant Sah eee, ate somes gee : : 7 Es +3 re .. ae eS ‘ $ a PAE, hee - - 7 é § : - = ¥ is 4 =p 
. me) PORE ee eey: OS Re ne a Pe ; is pis a Si! Bie 7s carer ores em se ih Ta “8 : i eat 
Wh bers : ae ae HR aa ee ee es ee i a . 9 ye ee fae eS" 7 9! “es 
a a ae Se : = RE, | z= 4s —_ . ae, : He <a : : a th 
— : TER : a 4 4 i 3 : «§ ie 
es: ed way oa a ie: 
. . : . 7 a “OS aa 
— a: 2 
a Pe: a 4 
nap ee RP setae x 
a 
—“) : “ey 
RE . 
he AS Ann a 
et ae , ee “oe ee : x Pe ek Mh, ‘ 
We Saag: Y Sot ROBE Us Tego e OAM eee Peer Coy Seta pees ae eee all Sapa yk re re ae eat on oA es 6 ag Pie tas Shah ; ‘ tte ee ‘ BE 
Le es seal ane Bu? elie: See Popes! Ot ee ar a aS ete ae Rene ON eT Nae SN oan ye eck SER arg RNG oh ta alt cats SoS eae Ppa a Sse acl poe he a: 3 haere : 
5 te eaae ig ae sna Por eee Rie at cet TO RES ae 1 ake Ae ee Saeed SES F Ce Pa Gr aes a ae EM Oee gat lg tees 2 ie ally cap eee Ge ore ee Saiyuki an) Saat Aina eee te ae Ue ht aie tae, , Eis) has 
Bs ge ine Ke ESR “gt an Pea Tae oe ak Naa ett Ge tercba 5 9 SETA eet a Mlk GC iene BR sae on, a ohm ania Paranda. wire ba Ue nee ee ae 2, wif eek Bos + OY Sli 
P , mn n : ts : ee aa ee ee a 5 EE OS eer eats Le ene ST he aa aes Ta ee et SNS aires Cen enremenagsies eer RB Be Pes e rte ssl stcaiucal > i 5 
: 2 Rg. . eet | ag ha o Pn ae ge ak aN pi ee ane a EE ete a 


$f 
wen 


32 


ADVERTISING AGE 


1938 


March 28, 


ie 


i : I — , ; = 
SE , eh "4 is is ae ~ > See ‘ oy h ‘ y ' 
} : 2 ? 7. Pie ae ; les 4 : , se : : 7 / 
; ma \| Vi 
) i 
| eal pd 
q in 
| ~ pe 
Rib to 4 ba 
ee | 8 
eee ; ; 
eect oat 2 P Le 
poe | gt 
s ees | 7 o 2 
Sey 7 a 7 1 ® 
ee os a S ss its 
age | S wo Da 
‘2 | : pt er 
ee 5 ae . yn ett | | 
ie it elo Tl ‘ ip 
ar ae eet rhe e ert\ ; é ar 
Stings Pick if 
ee @ e. tT | se 
ees jnc ev e 4 re} 
Pas a os ye |x 
oe ‘ st : e ha e nsu ‘ : 
ee | a yh yon iz 
aa Zany a 
ae | ke * t oe) ur} 
SaaS na e q 
pe ee VJ a 1 S 3g spt 
= ae . ; s : iv? 
‘ee | ye er | Be 
Bs $ rT e a ; Fis the 
Rin * ou a |e : ; dis 
Bee yar) : _ 
a i e = 
eee : | 
ee ee kO est s 
; | way - «ter | 
ae. ix\ u ‘ 9 co) 
ane . O ] | 
- 3 ce a 7 ne 
Be ee: o er\ s C t A) a . no 
“oo” 4 ; 4 
Boe ie ca rhe M E - a 
ce : ' * 
Cae: a | if * f 
eee y . the 
2 ae . a ’ &S WwW cal 
— ha TION a : 
ae = tO ths 
Joe ees : » : 
Bet 3 e * cU L : : 

i - U N ; an 
ates 2 ; O L Co 
Pres : it bu: 
Pe ee és ; 7 oF 

ie ia: . | ie 
eh See ; : a 
ee ie + - > 
= 6—CUlWraw 
eee : . - arc 
ee — & 
Se ‘ ; ZS lon 
ba 3 | Se 
bee ate Glad es oh 4 
peek s : Be k 
a : 4 ¢ pep Dlis 
i 4 : ae ibb 
ets 4 ; Ree ae hai 
We Bee 4 ; 2 : the 
ieeuaiee ee i om tA | me 
eae Fk) ab Pe td La a Bae b 
2 SRR “3 ‘om ES oat Geet , , ee 
ne oy Sor eRe rere ee aA we Bek . 
i Tere : ‘ Bet Si 2 Ege eRe as 
Ses " oe wae mM aks ! 
ae ee : Sie hat se coco ¢fv > aft 
ee Wes: ‘ ae ia. q e A eo ” 4 i: ma 
Seales ; Y 3 “2% . ae 
= Ss RL oe 7 : . a3 i 
Sie a Rate: ine 43 ae 
4%. =e eas “ ‘1 + 
fs sian hy ae agaz el nod _ ( 
— = Newsmo’ or. ae €6—ChUhL 
> oe ae. : : kly — . 7] np - 7 
Oe ris " ee __. ae ae fin 
pa oe ; ee . oe — tor 
ae : eee ing “4 ‘ ‘ 
“é poe ot ; ce it. ae ¢ Mie E : " 
< eres : % fic RE an sek a xi 
P Bag ; ‘ 3 ee Pog Gabe Fs Ce ie 
Cea oats So a ee a Me Me eae pe ie 7 if > 
+ ae < - i a ee gee Pee “3 or ae ie i. . Z és ee 
‘ar Ses eos ee a ae ee See B ie 
Ae ae : Q mae ile 2 iil By”, ie Ss er Shas 
ew ee ; being SS ln OC Sea be ee e 
cae. ee at 4 eee. as a GS 3 BREE 
$ a eee ‘ RS said So a re th 
ete aye . - Pe ee ONE Sa RES eo ae i Feke eyed aje Siete * ocr oy d ain 4 : : 
Siig aa 
CNN 3 i RR a uae lt eh na, eh 9 ae Beige WE petite se PS wag IR ea a ln SO re ical i ag i A NE Fe a eR Le oe CME ee Go ee rR eE TENCE. Goer Bee epee Meee Sec ge SAN 


